Investigating the Effectiveness of Customer Participation Behaviours: Evidence from Credence Goods by Cao, Ran
Cao, Ran (2013) Investigating the Effectiveness of 
Customer Participation Behaviours: Evidence from 
Credence Goods. [Dissertation (University of 
Nottingham only)] (Unpublished) 
Access from the University of Nottingham repository: 
http://eprints.nottingham.ac.uk/26797/1/Ran_Cao_4182418.pdf
Copyright and reuse: 
The Nottingham ePrints service makes this work by researchers of the University of 
Nottingham available open access under the following conditions.
· Copyright and all moral rights to the version of the paper presented here belong to 
the individual author(s) and/or other copyright owners.
· To the extent reasonable and practicable the material made available in Nottingham 
ePrints has been checked for eligibility before being made available.
· Copies of full items can be used for personal research or study, educational, or not-
for-profit purposes without prior permission or charge provided that the authors, title 
and full bibliographic details are credited, a hyperlink and/or URL is given for the 
original metadata page and the content is not changed in any way.
· Quotations or similar reproductions must be sufficiently acknowledged.
Please see our full end user licence at: 
http://eprints.nottingham.ac.uk/end_user_agreement.pdf 
A note on versions: 
The version presented here may differ from the published version or from the version of 
record. If you wish to cite this item you are advised to consult the publisher’s version. Please 
see the repository url above for details on accessing the published version and note that 
access may require a subscription.
For more information, please contact eprints@nottingham.ac.uk
  
 
 
 
 
University of Nottingham 
 
 
 
 
Investigating the Effectiveness of Customer 
Participation Behaviours: Evidence from 
Credence Goods 
 
 
 
 
 
Ran Cao 
Msc Marketing 
 
 
 
 
 
 
 
 
  
 
 
 
 
 
 
 
 
 
Investigating the Effectiveness of Customer 
Participation Behaviours: Evidence from 
Credence Goods 
 
 
 
 
 
 
by 
Ran Cao 
September 2013 
 
 
 
  
 
ACKNOWLEDGEMENTS 
The journey is the destination, but this destination wouldn't have been reached by me without 
the supports from the following people.  
    I would first like to express my sincere gratitude to my supervisor, Dr. Sally Hibbert for 
providing me so many valuable advices and saying those words "You need to be confident in 
your abilities - you are very capable" to me. That meant a lot to me at that critical moment.  
    I would like to show my special gratitude to my fiance, Yuchun Ding. He is the only one 
who went through the whole journey with me. It was his endless love and supports that made 
every magic thing happened to me. 
    I would also like to thank my beloved mom Huixia Fan, dad Wei Cao, dear grandma 
Chunrong Sha, as well as my fiance's parents Cong Hai and Wenzheng Ding. Their love is 
something cannot be expressed by words. Thank you for everything! 
    Last but not least, I would like to express my gratitude to all the research participants for 
their time and efforts.  
 
 
 
  
 
CONTENTS 
ACKNOWLEDGEMENTS ............................................................................................................. III 
LIST OF TABLES ..........................................................................................................................VII 
LIST OF FIGURES.......................................................................................................................... IX 
ABSTRACT ...................................................................................................................................... X 
CHAPTER 1  INTRODUCTION ................................................................................................... 1 
1.1 Introduction ......................................................................................................................... 2 
1.2 Research Rationale and Principal Arguments ..................................................................... 2 
1.3 Aims and Objectives ........................................................................................................... 6 
1.4 Chapter Structure ................................................................................................................ 7 
1.5 Summary ............................................................................................................................. 7 
CHAPTER 2  LITERATURE REVIEW ......................................................................................... 8 
2.1 Introduction ......................................................................................................................... 9 
2.2 Customer Participation Behaviour .................................................................................... 10 
2.2.1 Definition ............................................................................................................... 10 
2.2.2 Three Research Streams ......................................................................................... 12 
2.2.3 Customer Participation Behaviours on Company Official Websites ...................... 14 
2.3 Credence Goods ................................................................................................................ 17 
2.3.1 The Concept of Credence Goods ............................................................................ 17 
2.3.2 Customer Participation Behaviour towards Credence Goods ................................ 19 
2.3.3 Chosen Forms of Customer Participation Behaviour ............................................. 20 
2.4 The Effectiveness of Customer Participation Behaviour .................................................. 21 
2.4.1 Customer Participation Behaviour and Customer Satisfaction .............................. 22 
2.4.2 Customer Participation Behaviour and Customer Attitudinal Loyalty ................... 24 
2.5 Factors Mediating the Relationship between Customer Participation Behaviour and 
Customer Attitudinal Outcomes .............................................................................................. 27 
2.5.1 Service Quality ....................................................................................................... 27 
2.5.2 Customer Trust ....................................................................................................... 29 
2.5.3 The Relevance of Customer Trust .......................................................................... 32 
2.5.4 Customer Participation Behaviour and Customer Trust ......................................... 33 
2.5.5 Customer Trust and Customer Satisfaction ............................................................ 36 
2.5.6 Customer Trust and Customer Loyalty .................................................................. 37 
2.6 Summary ........................................................................................................................... 39 
CHAPTER 3  METHODOLOGY ................................................................................................ 41 
3.1 Introduction ....................................................................................................................... 42 
3.2 Research Design ................................................................................................................ 42 
3.2.1 The Nature of Research Design.............................................................................. 42 
3.2.2 Research Setting ..................................................................................................... 43 
3.2.3 Sample and Sampling ............................................................................................. 44 
3.2.4 Research Methods .................................................................................................. 47 
3.3 Questionnaire Design ........................................................................................................ 48 
3.3.1 Questionnaire Structure .......................................................................................... 49 
3.3.2 Measurement .......................................................................................................... 51 
  
 
3.3.3 Scaling .................................................................................................................... 57 
3.3.4 Improving Response Rates ..................................................................................... 59 
3.4 Data Collection Procedure ................................................................................................ 60 
3.4.1 Pretesting ................................................................................................................ 60 
3.4.2 Formal Data Collection .......................................................................................... 61 
3.5 Ethical Issues ..................................................................................................................... 61 
3.6 Summary ........................................................................................................................... 62 
CHAPTER 4  ANALYSIS AND RESULTS ................................................................................. 63 
4.1 Introduction ....................................................................................................................... 64 
4.2 Data Preparation ................................................................................................................ 65 
4.2.1 Consistency Checks ............................................................................................... 65 
4.2.2 Treatment of Missing Responses ............................................................................ 66 
4.3 General Profile of Samples ............................................................................................... 67 
4.4 Descriptive Analysis.......................................................................................................... 68 
4.4.1 The Change of Customer Attitudinal Loyalty ........................................................ 68 
4.4.2 The Change of Customer Satisfaction .................................................................... 69 
4.4.3 The Change of Customer Trust .............................................................................. 70 
4.5 The Status of Credence Goods .......................................................................................... 71 
4.6 Experiment 1 Analysis ...................................................................................................... 74 
4.6.1 Factor analysis ........................................................................................................ 74 
4.6.2 Reliability Analysis ................................................................................................ 80 
4.6.3 Correlation Analysis ............................................................................................... 80 
4.6.4 Hierarchical Multiple Regression ........................................................................... 83 
4.7 Experiment 2 Analysis ...................................................................................................... 90 
4.7.1 Factor analysis ........................................................................................................ 90 
4.7.2 Reliability analysis ................................................................................................. 95 
4.7.3 Correlation Analysis ............................................................................................... 96 
4.7.4 Hierarchical Multiple Regression ........................................................................... 97 
4.8 Experiment 3 Analysis ...................................................................................................... 99 
4.8.1 Factor analysis ........................................................................................................ 99 
4.8.2 Reliability analysis ............................................................................................... 100 
4.8.3 Correlation Analysis ............................................................................................. 100 
4.8.4 Hierarchical Multiple Regression ......................................................................... 101 
4.9 Summary ......................................................................................................................... 102 
4.9.1 Regression Equations ........................................................................................... 102 
4.9.2 Proposed Theoretical Model ................................................................................ 102 
CHAPTER 5  DISCUSSION AND CONCLUSION .................................................................. 105 
5.1 Introduction ..................................................................................................................... 106 
5.2 Empirical Findings .......................................................................................................... 106 
5.2.1 Six Research Questions and Proposed Hypotheses .............................................. 106 
5.2.2 Additional Findings .............................................................................................. 111 
5.3 Theoretical Implications .................................................................................................. 112 
5.4 Managerial Implications .................................................................................................. 113 
5.5 Study Limitations ............................................................................................................ 114 
  
 
5.6 Conclusion ...................................................................................................................... 115 
5.7 Recommendations for Future Research .......................................................................... 116 
5.8 Summary ......................................................................................................................... 117 
BIBLIOGRAPHY ......................................................................................................................... 118 
APPENDIX ................................................................................................................................... 138 
Appendix A Questionnaire and Proposed Construct Measurement Items ............................. 138 
Appendix B Research Promotion on YouTube and Google .................................................. 142 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
  
 
LIST OF TABLES 
Table 1 Six Specific Research Questions-------------------------------------------------------------6 
Table 2 Chapter Structure-------------------------------------------------------------------------------7 
Table 3 Hypothesis Summary--------------------------------------------------------------------------39 
Table 4 Gaps in Literature------------------------------------------------------------------------------40 
Table 5 The Structure of Questionnaire---------------------------------------------------------------49 
Table 6 Codebook for Measurement Items---------------------------------------------------------- 52 
Table 7 Summary of Proposed Items for Credence Goods-----------------------------------------52 
Table 1 Summary of Proposed Items for Customer Participation Behaviour--------------------53 
Table 2 Summary of Proposed Items for Customer trust-------------------------------------------54 
Table 3 Summary of Proposed items for Customer Satisfaction---------------------------------55 
Table 11 Summary of Proposed items for Customer Attitudinal Loyalty------------------------ 56 
Table 4 The Number of Completed Questionnaire for Three Experiments---------------------65 
Table 13 Codebook for Measurement Items In Analysis Chapter---------------------------------67 
Table 5 Reliability Test for Mean Items of Customer Attitudinal Loyalty----------------------68 
Table 6 Reliability Test for Mean Items of Customer Satisfaction-------------------------------69 
Table 7 Reliability Test for Mean Items of Customer Trust--------------------------------------70 
Table 17 Reliability Test for Items Used to Measure the Credence Properties of the Goods--72 
Table 8 Correlation Matrix for Items Used to Measure the Credence Properties of the 
Goods-----------------------------------------------------------------------------------------------------72 
Table 19 One-Sample Test for Items Used to Measure the Credence Properties of the Goods73 
Test Results for the Experiment 1 
Table 20 KMO and Bartlett's Test---------------------------------------------------------------------75 
Table 21 Communalities--------------------------------------------------------------------------------76 
Table 22 Pattern Matrixa-------------------------------------------------------------------------------76 
Table 23 Pearson Correlation of Customer Attitudinal Loyalty Items----------------------------78 
Table 9 Pattern Matrixa After Removing Three Items---------------------------------------------78 
Table 25 Employed Items for the Future Analysis--------------------------------------------------79 
Table 26 Reliability Analysis for Four New Items--------------------------------------------------79 
Table 27 Pearson's Correlation Coefficient Summary----------------------------------------------81 
Table 28 Hierarchical Multiple Regression Model Summary (Customer Satisfaction as 
Dependent Variable)------------------------------------------------------------------------------------ 84 
Table 10 ANOVA Test Summary ----------------------------------------------------------------------85 
Table 30 Coefficients Summary------------------------------------------------------------------------86 
Table 31 Hierarchical Multiple Regression Model Summary (Customer Attitudinal Loyalty as 
Dependent Variable)-------------------------------------------------------------------------------------88 
Table 11 ANOVA Test Summary----------------------------------------------------------------------89 
Table 12 Coefficients Summary-----------------------------------------------------------------------89 
Test Results for the Experiment 2 
Table 13 Pattern Matrix---------------------------------------------------------------------------------90 
Table 14 Basic Statistics of Four Customer Participation Behaviour Items----------------------92 
Table 15 Pattern Matrix After Removing Customer Satisfaction Items--------------------------92 
  
 
Table 16 Basic Statistics of Four Customer Trust Items-------------------------------------------93 
Table 38 Correlations Analysis for Customer Attitudinal Loyalty Items------------------------94 
Table 39 Reliability Analysis for Four New Items-------------------------------------------------95 
Table 40 Employed Items for the Future Analysis-------------------------------------------------95 
Table 17 Pearson's Correlation Coefficient Summary---------------------------------------------96 
Table 18 Coefficients Summary----------------------------------------------------------------------98 
Test Results for the Experiment 3 
Table 19 Employed Items for the Future Analysis-------------------------------------------------99 
Table 44 Reliability Analysis for Four New Items-------------------------------------------------99 
Table 45 Pearson's Correlation Coefficient Summary--------------------------------------------100 
 
Table 46 Regression Equations-----------------------------------------------------------------------101 
Table 47 Hypothesis Summary-----------------------------------------------------------------------102 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
  
 
LIST OF FIGURES 
Figure 1 The Structure of Literature Review Chapter ---------------------------------------------- 9 
Figure 2 Continuum of Evaluation for Different Types of Product ------------------------------18 
Figure 3 The Proposed Theoretical Model ----------------------------------------------------------40 
Figure 4 The Structure of Analysis and Results Chapter-------------------------------------------64 
Figure 5 Mean Items of Customer Attitudinal Loyalty---------------------------------------------69 
Figure 6 Mean Items of Customer Satisfaction------------------------------------------------------70 
Figure 7 Mean Items of Customer for Customer Trust---------------------------------------------71 
Test Results for the Experiment 1 
Figure 8 The Changes of Correlation Coefficient Before & After Controlling CT--------------82 
Figure 9 Scatterplot for detecting Heteroskedasticity-----------------------------------------------88 
Test Results for the Experiment 2 
Figure 10 Percentage of Neutral Answer (scale=5) in Customer Trust Items--------------------93 
Figure 11 Percentage of Neutral Answer (scale=5) in Customer Attitudinal Loyalty Items---94 
Figure12 The Changes of Correlation Coefficient Before & After Controlling CT-------------96 
Figure 13 The Changes of Correlation Coefficient Before & After Controlling CT-----------100 
Figure 14 Analysis Results for the Proposed Theoretical Model---------------------------------103 
Figure 15 A Summary for the Changes of Correlation Coefficient  Before & After 
Controlling CT------------------------------------------------------------------------------------------ 104 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
  
 
ABSTRACT 
The trends of service-dominant logic and customer empowerment have make customer 
participation behaviours increasingly be interested by scholars and marketing practitioners. It 
has been noticed that a great number of literature on customer participation behaviour on an 
online context focus on the virtual communities, but a few have thoroughly investigated the 
increasing potential of company official websites. The effectiveness of various customer 
participation behaviours on this fast developing platform has not been sufficiently 
investigated. Furthermore, the increasing emergent of credence goods in the e-market has 
been neglected by customer participation behaviour literature. Therefore, this study was 
aimed to address these gaps and to investigate the effectiveness of customer participation 
behaviours on company official websites in credence goods context. A theoretical model was 
created based on the extant literature. Total 121 participants joined the research by conducting 
three online experiments and completing an Internet-based survey. The results from a series of 
quantitative analyses strongly supported the proposed model. The findings suggest that 
customer participation behaviours are able to effectively generate positive customer 
satisfaction and customer attitudinal loyalty, where customer trust is a key mediator. 
 1 
 
 
 
 
 
 
 
 
 
 
 
CHAPTER 1  INTRODUCTION 
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1.1 Introduction 
In this Chapter, the rationale of why the research being conducted and designed in a certain 
way will be introduced. Besides, many principal arguments will be provided to give an 
overview of this study. Then the aims & objectives of this study and the structure of this 
dissertation will be clearly listed. 
1.2 Research Rationale and Principal Arguments 
Customer participation behaviour is increasingly interested by scholars and marketing 
practitioners. Customer participation behaviour is defined as required and expected customer 
behaviour necessary for the successful value co-creation in this study (Yi & Dong, 
2013:1279). It is a typical value co-creation behaviour (Temerak et al., 2009; Yi & Dong, 
2013) which is highly appraised by the new service-dominant (SD) logic in marketing (Lusch 
& Vargo, 2006; Vargo & Lusch, 2004) since it treats customers as critical co-creators of every 
service they received and this is believed to be a crucial source of competitive advantage. 
Customer participation behaviour reflects high degree of customer empowerment, which 
according to Pires et al. (2006) is the main trend in e-market that cannot be avoided by any 
companies.  
Thanks to advanced modern technologies, such as augmented reality and instant 
messaging, today the function of company official websites have been upgraded from merely 
information centre to interactive experience centre, key distribution channel and essential 
value co-creation platform (Laing et al., 2002). As customers are able to access the assistances 
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they demand efficiently and gain the product-related information effectively, they become 
motivated to conduct participation behaviour on this platform. More importantly, with the 
maturity of e-commerce and the increasing usage of personal computers and smart phones, 
customers become more capable to handle various online applications and clear about their 
role expectation, thus increasing confident and willing to participate on company official 
website, and less concerned about the security and privacy issues may be involved. These 
dramatic changes in the customer role readiness (Meuter et al., 2005) happened in the last 
decade have been captured by many companies, even those traditionally on-site based 
companies, such as jewellers, law firms, hospitals and so on. They are starting to build 
sophisticated official websites with various interactive applications to increase website traffic 
and facilitate customer participation behaviours (Ansari & Mela, 2003). However, the 
customer participation behaviour literature in online context put the focus on virtual 
communities, such as Facebook and YouTube. It is undeniable that these virtual communities 
are becoming crucial platforms for stimulating intensive customer participation behaviours 
(Koh & Kim, 2004), but this study argues that the great potential of company official website 
should not be neglected. Well-designed websites can create great opportunities to create 
favourable customer attitudinal outcomes and economic benefits (Bai et al., 2008; Aladwani, 
2001), as well as to build competitive advantages for companies in the fierce e-market 
(Srinivasan et al., 2002).  
In addition, it was noticed that customer participation behaviours are not come without 
drawbacks. For example, empowering customers by treating them as co-creators comes 
together with the fact that companies are losing controls, which may result in potential 
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management difficulty (Zeithaml et al., 1985; Larsson & Bowen, 1989). For example, 
allowing customers to leave comments on company official websites may create an 
interactive communication channel, but may also speed up the negative world-of-month 
which companies can hardly manage. Besides, due to the unstable quality of contributions 
different customers may provide, considerable uncertainty may occur in the outcomes of 
customer participation behaviours (Hsieh et al. 2004; Solomon, 1986; Meuter et al., 2005). 
Therefore, it is crucial for companies to be caution about choosing the right customer 
participation behaviours to facilitate and to effective manage these behaviours so that at least 
favourable psychological outcomes, such as customer satisfaction, customer attitudinal 
loyalty can be generated before actual sales increase. Bendapudi & Leone (2003) also called 
for more researches to investigate the effective management of customer participation 
behaviour. Therefore, this research will address the neglect in customer participation 
behaviour literature by investigating how effective three forms of customer participation 
behaviours on company official websites can generate customer psychological outcomes 
(customer satisfaction and customer attitudinal loyalty). 
Additionally, many studies have recognized that customer participation behaviour shows 
different effectiveness toward different types of goods/services (e.g. Mills & Margulies, 1980; 
Cermak et al., 1994). As it is noticed that little attention has been put on a category of goods 
called credence goods, this study will address this gap by investigating the effectiveness of 
customer participation behaviour towards credence goods. Credence goods are those tangible 
goods and intangible services that customers found very difficult to evaluate either before or 
after purchase and consumption due to the information asymmetric (Darby & Karni, 1973). 
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Traditionally, these credence goods such as medical and legal services are mainly based on 
on-site distribution channels because customers who are lack of sufficient knowledge tend to 
perceive high level of risk and uncertainty, thus preferring face-to-face communication with 
the professional experts (Gefen et al., 2003). That is believed to be the main reason why little 
literature has addressed the customer participation behaviour towards credence goods. 
However, as discussed before, with the dramatic changes of e-markets and websites, various 
companies which provide credence goods are starting to build their official websites. This 
phenomenon makes it essential to investigate whether customer participation behaviour on 
company official website towards credence goods are effective. Furthermore, it is noticed that 
a majority of customer participation behaviour studies that have mentioned the credence 
qualities, investigate the intangible credence goods, such as legal, financial and medical 
services (e.g. Dellande et al., 2004; Cermak et al., 1994; Auh et al., 2007). This study will 
choose two tangible credence goods, namely anti-ageing cream and sun care cream.  
For effective management of customer participation behaviours, the most influential 
mediating factors for the effectiveness of this behaviour should be well examined. Service 
quality, for example, is widely accepted as a mediator for the relationship between customer 
participation behaviour and customer satisfaction/attitudinal loyalty (e.g. Ennew & Binks, 
1999; Cermak et al., 1994; Boulding et al., 1993; Zeithaml et al., 1996). However, this factor 
may not work in credence goods context since average customers may find it difficult to 
detect or evaluate service quality, at least in short-term. Therefore, a better mediator is 
required. It argues that both the company official websites and credence goods contents 
employed make customer trust highly relevant in this study. Therefore, customer trust as a 
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mediator of the relationship between customer participation behaviour and customer 
satisfaction/ attitudinal loyalty will be evaluated.  
After conducting a series of quantitative analyses separately for three online experiments, 
the relative effectiveness of three customer participation behaviours will be suggested. Both 
academic and managerial contributions will be discussed.  
1.3 Aims and Objectives 
The aim of this study is to investigate the effectiveness of customer participation behaviours 
on company official websites towards credence goods, and to test if customer trust is a 
significant mediator of the relationship between customer participation behaviour and two 
customer attitudinal outcomes, namely customer satisfaction and customer attitudinal loyalty. 
Specifically, the objective of this research is to answer the following questions. 
 
Table 20 Five Specific Research Questions 
Research 
Question 1 
How effective can customer participation behaviours on company official 
website generate positive customer satisfaction? 
Research 
Question 2 
How effective can customer participation behaviours on company official 
website generate positive customer attitudinal loyalty? 
Research 
Question 3 
Which forms of customer participation behaviour are most productive in 
creating positive customer attitudinal outcomes? 
Research 
Question 4 
What factor can significantly mediate the relationship between customer 
participation behaviour and customer attitudinal outcomes? 
Research 
Question 5 For tangible credence goods, what's the answer for the last four questions? 
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1.4 Chapter Structure 
Table 2 is the structure and the main contents of five chapters in this dissertation. 
 
Table 2 Chapter Structure 
CHAPTERS MAIN CONTENTS 
Chapter 1 
Introduction 
Briefly introduce the significance of the customer participation 
behaviour on company official website and this behaviour towards 
credence goods, and list the main research questions & objectives 
Chapter 2 
Literature Review 
Critically evaluating the existing literature to identify four gaps in the 
literature and propose seven hypotheses to form a theoretical model 
Chapter 3 
Methodology 
Carefully introduce and justify the design of the research and the 
questionnaire, data collection procedure and ethical issues involved 
Chapter 4 
Analysis and 
Results 
Prepare the collected data and conduct descriptive analysis, factor 
analysis, reliability analysis, correlation analysis and hierarchical 
multiple regression to test seven proposed hypotheses and proposed 
theoretical model 
Chapter 5 
Discussion and 
Conclusion 
Generally discuss the significance of the research results for the 
existing literature and marketing practitioners, identify potential 
limitations, propose recommendations for future research, summarise 
the whole dissertation 
 
1.5 Summary 
Customer participation behaviour on company official websites, as a value co-creation 
behaviour should not be neglected by marketing literature. The development of e-commerce 
and the increasing usage of personal computers and smarts phones make customers more 
confident in participating online which provides a great chance for credence goods to emerge 
in the e-market and to be relevant to customer participation behaviour on company website. 
To effectively manage customer participation behaviour and avoid its potential drawbacks, it 
is essential to investigate the effectiveness of various forms of this behaviour towards 
credence goods on customer satisfaction and attitudinal loyalty. 
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2.1 Introduction 
Figure 1 The Structure of Literature Review Chapter 
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2.2 Customer Participation Behaviour 
The definition of customer participation behaviour and its three research streams will be 
discussed. The customer participation behaviours on company official websites, as a 
noticeable gap in literature, will be introduced through four dimensions of customer 
participation behaviour.  
2.2.1 Definition 
Participation is a set of activities (Olson &Ives, 1981) shared by consumers and companies. 
Customer participation behaviour in this study is defined as "required and expected customer 
behaviour necessary for the successful value co-creation" (Yi & Dong, 2013:1279). Many 
scholars are agreed on the 'in-role' nature of customer participation behaviour. The concept of 
'in-UROH
EHKDYLRXURULJLQDWHGIURPRUJDQLVDWLRQDOEHKDYLRXUOLWHUDWXUHLQZKLFKDQHPSOR\HH¶V
behaviour required by job descriptions is defined as in-role behaviour, while the behaviour 
beyond employees' duties is extra-role behaviour (Bateman & Organ, 1983; Podsaokoff & 
MacKenzie, 1997). Inspired by this dichotomy, Keh & Teo (2001:373) proposed the customer 
in-role behaviour, which refers to the required behaviours during the service encounter, but 
they did not expect it contributes to service quality. However, their proposition captured the 
attention of Groth, who later put forward a more precise conceptualization and measurement 
of customer coproduction in Journal of Marketing. Groth (2005:11) defined "required and 
expected behaviour necessary for the successful production and delivery of the service" as 
customer coproduction behaviour. Bowers & Martin (2007) further revealed that the aim of 
this behaviour is to help a customer himself, not the company, the employees or other 
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customers. Although Groth's definition of customer coproduction behaviour has been widely 
viewed as interchangeable with customer participation behaviour, this study treats them as 
distinct constructs. As the definition reveals, customer participation behaviour is a 
participative behaviour during the value co-creation process. It is also called customer 
co-creation behaviour by Temerak et al. (2009). However, co-production only refers to the 
activities taking place within the production process before consumption (Lusch & Vargo, 
2006). Vargo & Lusch (2004)'s call for new SD logic in marketing has stimulated more 
attention for co-creation and increasingly stimulate it to upgrade the concept of coproduction. 
As Vargo & Lusch (2006) clarified, although both coproduction and co-creation of value are 
different from goods-dominant (GD) logic, co-creation of value is superordinate since it 
recognises value in a broader sense, not only in production process, within organization's 
work (Lengnick-Hall et al., 2000),transferred from organizations to customers (Bolton & 
Saxena-Iyer, 2009), but determined by customers in consumption process.  
Apart from coproduction, customer participation behaviour is easily blurred with 
customer involvement. Kanungo (1979) suggested to define participative involvement as 
individual behaviour, to differentiate it from the involvement with respect to an 
environmental entity. His idea was supported by Barki & Hartwick (1989), who defined 
customer involvement as a subjective psychological state revealing the importance and 
personal relevance of a system to its customer, and customer participation as a set of 
behaviours and activities that a customer performed during system development (Day, 1970; 
Greenwald & Leavitt, 1985). Some studies imply that customer participation behaviour can 
act as an indicator (Bass, 1965) or a cause of customer involvement (Barki & Hartwick, 1989; 
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1994). Nevertheless, Rodie & Kleine (2000) use an example of routine grocery shopping to 
argue that this relationship does not necessarily exist since a customer may participate 
extensively with relative low involvement. 
Besides, Rodie & Kleine (2000) suggested that customer participation behaviour consist 
of not only actions but also resources, which can be mental (information and mental efforts), 
physical (customers' own tangible and physical efforts) and emotional. Keh & Teo (2001) 
specified these resources as the costs of adjustment, information, psychic, storage, time and 
transportation. For example, a surgery service not only requires customer to physically attend, 
but also needs their monetary inputs and their personal data such as medical history. 
Embracing resources is also aimed to respond to Moeller (2008)'s criticism of the narrow 
perspective of customer participation behaviour.  
In addition, Bitner et al. (1997)'s three levels of customer participation: low (physical 
attendance), moderate (information sharing) and high (physical attendance & information 
sharing) are believed to be less relevant for this study since customers actually provide 
information unconsciously in the online environment. Many technical tools, such as cookies 
and web bugs are employed by companies to collect customer demographic and behaviour 
information (Bolton & Saxena-Iyer, 2009).  
2.2.2 Three Research Streams 
The literature of customer participation behaviour consists of three streams (Dong et al., 
2008). 
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The first stream mainly concerns about companies' economic rationale of facilitating 
customer participation behaviours (e.g. reduce costs, increase efficiency) (e.g. Chase, 1978; 
Lovelock & Young, 1979). However, the potential management difficulty (Zeithaml et al., 
1985; Larsson & Bowen, 1989) and uncertainty (Hsieh et al. 2004; Solomon, 1986; Meuter et 
al., 2005) caused by customer participation behaviour may potentially exceed the benefits 
achieved. 
The second stream emphasizes on effective management of customer participation 
behaviour, and that is where this study belongs to. Further research in this stream to explore 
customer attitudinal outcomes or potential psychological responses was particularly stressed 
by Bendapudi & Leone (2003). Customer satisfaction and attitudinal loyalty to be examined 
in this study are typical psychological outcomes of customer participation behaviour. Today, 
the development of marketing channels, especially the fast-growing online channel 
dramatically increases the possibility and frequency of various customer participation 
behaviours, and reduces the associated costs. Given that, for companies, how to choose the 
most effective customer participation behaviours to facilitate, how to manage these 
behaviours well so that favourable psychological outcomes can be generated become 
considerable crucial.  
Besides, the third stream concerns the attendances of customer participation behaviour 
instead of the outcomes. For example, customer role clarity, ability and motivation are three 
key determinants that have been examined and verified in a large number of marketing 
literature (e.g. Bowen, 1986; Schneider & Bowen, 1995; Rodie & Keleine, 2000; Yi & Gong, 
 14 
 
2013). However, these determinants may not applicable for every context. For example, the 
relative effectiveness of role clarity on a customer participation behaviour was found five 
times weaker than motivation in Dellande et al. (2004)'s study of a credence service, but much 
stronger than other determinants in many studies on goods/services having relatively low 
credence properties (e.g. Meuter et al., 2005).  
2.2.3 Customer Participation Behaviours on Company 
Official Websites 
Thanks to the increasing usage of personal computers and smart phones, as well as the fast 
developing of Internet, online customer participation behaviour through customised marketing 
becomes so powerful that it helps to reduce costs, solve preference heterogeneity challenge, 
increase website traffic and target right customers for companies (Lin et al., 2003; Ansari 
&Mela, 2003). Customers can also benefit from it by accessing the most interested 
information.  
It has been noticed that a great number of literature on customer participation behaviour 
on an online context focus on the virtual communities, such as Facebook and YouTube (e.g. 
Shang et al., 2006; Dholakia et al., 2004). It is undeniable that these virtual communities are 
becoming critical platforms for customer participation behaviour (Koh& Kim, 2004). 
However, the great potential on company official websites has not been sufficiently explored. 
McAfee (2006) described company official websites as a widely visible platform. Companies 
in various industries, even these traditionally on-site ones (e.g. jeweller, hospital) are starting 
to set up their official websites with sophisticated interactive functions to facilitate customer 
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participation behaviour. For example, to encourage various customer contributions, BMW is 
planning to sell all its cars on its official website (Looveren, 2013). Jeweller TACORI 
employs augmented reality technology which enables customers to try on jewelleries. 
Well-designed websites create great opportunities to generate favourable attitudinal outcomes 
(Bai et al., 2008; Aladwani, 2001). On the other hand, in the e-markets, competitors can easily 
win over the customers through better designed websites and offers (Srinivasan et al., 2002). 
Therefore, more empirical researches on effective management of customer participation 
behaviours on company official website are demanded. 
The actual forms of customer participation behaviour on company website can be 
unmasked by examining its dimensions. According to Yi & Gong (2013)'s recent summary, 
four components of customer participation behaviour, namely information seeking, 
information sharing, responsible behaviour, and personal interaction are valid and applicable 
for all types of service industries. 
Information seeking 
Information seeking behaviour is aimed to clarify service expectations (e.g. customer 
expected roles) and meet customers' cognitive needs (Kellogg et al., 1997). For credence 
goods which involve high uncertainty, this behaviour can potentially reduce the customer 
perceived risk and increase perceived control. On company official website, for example, 
searching and reviewing other customers' comments can help customers to select suitable 
products, and identify the associated problems and benefits. Besides, reviewing the 
educational materials provided by companies, such as product-use demonstration videos, 
augmented reality applications, and instructions of selecting right products and ingredients 
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can facilitate customer in learning about the products thus result in more effective 
functionality and greater co-created value. 
Information sharing 
It is a critical component emphasised by S-D logic, which treats customers as value 
co-creators (Vargo & Lusch, 2004). To receive services that meet their personal needs, 
customers are required to share information with service providers. This behaviour provides 
what Kelley et al. (1992) called customer technical quality, and will eventually determine the 
service quality (Ennew & Binks, 1999). Besides, when customers perceive them lack in 
knowledge of the products/services, sharing information can increase customers' perceived 
control (Dabholkar, 1996; Dennis, 1987). On company website, selecting preferred filtering 
criteria in product-finder (or gift-finder on some of the websites) can help the system to find 
out the desirable offers efficiently. Furthermore, to deal with unclear preference customers 
may have, many companies start to adopt professional problem diagnosis function into the 
smart product-finder. For example, a customer is first required to honestly answer the 
questions related to his/her skin conditions, a smart product-finder will analyse the shared 
information and then automatically recommend him/her the suitable skincare products. 
Responsible Behaviour 
As Ennew & Binks (1999) pointed out, responsible behaviour is consistent with customer's 
role as partial employees. The success of co-creation relies on customer's cooperative and 
responsible actions. Furthermore, Mills & Morris (1986) argued that mutual obligations 
between customers and companies are demanded since service transaction is like conducting a 
contract. On company official website, responsible behaviours include communicating with 
 17 
 
online helping staff politely, leaving truthful comments, following the purchasing procedure 
and so on. 
Personal Interaction 
As the service transaction takes place in social setting, the pleasantness of the personal 
interactions between customers and employees are likely to influence customer attitudinal 
outcomes (Lengnick-Hall et al., 2000). This behaviour can help customers to reduce the 
perceived risks of goods/services which they have little information or knowledge (Ennew & 
Binks, 1999), and may be more influential than the general customer-company relationship 
(Barnes, 1994). Technologies such as web-based instant messaging can facilitate personal 
interaction behaviours. For example, avatar, a graphic sales representative on a company 
website, is found to have generated positive attitudinal outcomes (Holzwarth et al., 2006).  
2.3 Credence Goods 
This section will discuss the concept of credence goods before presenting a nice gap in 
customer participation behaviour literature associated with credence goods. 
2.3.1 The Concept of Credence Goods 
Credence goods are products high in credence qualities which cannot be easily detected by 
customers either before or after purchase and consumption (Lantos, 2011). Darby & Karni 
(1973) first introduced credence quality of products as a characteristic which customers found 
difficult to evaluate either before or after purchase and consumption. Both pre-costs and 
post-costs of quality detecting are extremely high (Hoontrakul, 2004). This quality is distinct 
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from search quality (able to be evaluated before purchase) and experiment quality (only able 
to be evaluated after purchase) (Nelson, 1970). Zeithaml (1981:186) put these three attributes 
on a continuum (Figure 2) based on the difficulty of evaluation. Besides, the information 
environment or the level of information asymmetry can also explain their differences. 
Credence goods have high degree of information asymmetry. That means customers of 
credence goods have much less information about the products than the companies. 
 
    Typical examples of credence goods can be tangible goods such as vitamin supplements, 
anti-ageing creams and fine wine, or intangible services such as education, car repairs, 
medical, legal and financial services. 
As the target goal is unclear and the evaluation is difficulty, customers of credence goods 
tend to perceived higher level of uncertainty and risks (File et al., 1992; Lantos, 2011). In this 
situation, customer trust in the company will function as a key to eliminate these customer 
concerns (Hsieh et al., 2005). Additionally, customers of credence goods tend to use premium 
price as an indicator of high quality (Hoontrakul, 2004; Ostrom & Iacobucci 1995).  
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2.3.2 Customer Participation Behaviour towards Credence 
Goods 
Another gap in customer participation behaviour literature is that little attention has been put 
on credence goods in particular. Many studies have recognized that different types of 
goods/services can considerably affect the effectiveness of customer participation behavior 
(e.g. Mills & Margulies, 1980; Cermak et al., 1994). Customer participation behaviour is 
believed to be critically important for professional services (e.g. financial, legal, medical, 
education) which are dominated by high degree of credence quality (e.g. Chan et al., 2010; 
Zeithaml, 1981; Mills & Margulies, 1980; Ennew & Binks, 1999). Customers tend to conduct 
intensive information searching to overcome information asymmetry (Mattila & Wirtz, 2003). 
Hence, it is to expect that customer participation behaviour may make significant impacts on 
credence goods in general. Although many studies were conducted in credence goods context, 
such as medical (Dellande et al., 2004), legal (Cermak et al., 1994) and financial 
services(Kelley et al., 1992; Auh et al., 2007), few of them have looked at the effectiveness of 
customer participation behaviour, especially this behaviour on company official website, on 
credence goods as a whole. There are many reasons for this neglect. First, previously, Internet 
was mainly functioned as information centre rather than distribution channels of credence 
goods (Laing et al., 2002). For products having high value and involvement like credence 
goods (Hoontrakul, 2004), when customers are lack of sufficient knowledge, they tend to rely 
on face-to-face communication with the professional experts. Second, when e- commerce was 
in its early development, customer trust in company website was still relatively low. 
Consequently, customers were less willing to participate online. However, with the increasing 
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maturity of Internet and e-commerce, customers start to build more confidence in company 
official websites. More importantly, various interaction applications designed on company 
websites enable customers to approach the experts they demand efficiently and gain the 
product-related information effectively. This change makes it essential to investigate 
customer participation behaviour on company official website. 
Additionally, a majority of these studies focus on the intangible services rather than 
tangible goods. Two of the most possible reasons are that services' unique characteristics 
(intangibility, nonstandardization, inseparability) made them more difficult to be evaluated 
than goods (Zeithaml, 1981) and customers are more likely to be a value co-creator during 
intangible services delivery (Lovelock & Young, 1979; Bowen 1990; Bitner et al., 1997). 
Although the value of customer participation behaviours is increasingly recognised by the 
providers of tangible credence goods, a few studies have researched it. Nevertheless, it should 
be noticed that tangible goods are only appliances employed in service provision (Lusch & 
Vargo, 2006). Therefore, both the intangible credence goods being frequently examined in 
customer participation behaviour literature and tangible credence goods being focused in this 
study, are all 'service' in S-D logic. 
2.3.3 Chosen Forms of Customer Participation Behaviour 
Based on the discussions in the last two sections, three forms of customer participation 
behaviour which believed to be highly relevant to credence goods are chosen for the 
investigation in this study.  
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Reviewing other Customers' Comments 
Many company official websites encourage customers to leave comments. Reviewing other 
customers' comments belongs to information seeking behaviour, which can potentially 
alleviate information asymmetry and reduce the high risk and uncertainty perceived by 
customers of credence goods. More importantly, the information gained from this behaviour 
expresses customer's perspective rather than companies', which adds more credibility and 
reliability to the goods on display. 
Using Smart Product-finder with Problem Diagnosis Function 
Free problem diagnosis function is often designed in a smart product-finder. As customers of 
credence goods normally do not have clear preference or sufficient knowledge about the most 
suitable products, online professional product-finder is highly required. This behaviour 
belongs to information sharing since effective outcomes mainly depend the accuracy of 
information shared by customers during the diagnosis. 
Watching Product Demonstrating Videos 
Many company websites include well-made product demonstrating videos as an effective 
educational approach to facilitate customer in learning about the products. This behaviour 
may provide customers with rich product-related information, significantly increasing 
customer role clarity and co-created value. 
2.4 The Effectiveness of Customer Participation Behaviour 
This study will examine the effectiveness of customer participation behaviours on customers' 
side. Customer satisfaction and customer attitudinal loyalty are two attitudinal outcomes of 
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customer participation behaviours that have received considerable attention. 
2.4.1 Customer Participation Behaviour and Customer 
Satisfaction 
&XVWRPHU VDWLVIDFWLRQFDQEHGHILQHGDV D FXVWRPHU¶VRYHUDOO HYDOXDWLRQRf a company, and 
this evaluation originates from a customer's cumulative experience with credence goods, a 
company's performance and offers (Johnson & Fornell, 1991). Normally, customer 
satisfaction refers to a positive evaluation (Boselie et al., 2002), which consists of both 
affective and cognitive evaluations (Mano & Oliver, 1993). The cognitive satisfaction is 
conceptualised as an emotional state generated from the comparison of the predicted 
expectations and what was actually received (Parasuraman et al., 1988; Armstrong & Kotler, 
1996; Westbrook, 1981). It is also called the disconfirmation of expectations (Oliver, 1980; 
1993). Although many scholars believe these expectations were formed before purchase 
behaviours (e.g. Kotler, 1991; Oliver; 1980), it is actually much more difficult for customers 
to build clear expectations of credence goods than search or experience goods (Keh & Teo, 
2001). Therefore, it could be inferred that the expectation and evaluation may build 
simultaneously in this context (Halstead et al., 1994), or, affective evaluation instead of 
cognitive evaluation is in dominant position. The dominant role of affective evaluation was 
also supported by Dube (2003) and Dube et al. (1996) in medical service context. 
Based on this deduction, in order to capture customer satisfaction in credence goods 
context, only affective evaluation was employed. Global customer satisfaction, which is an 
overall effective evaluation of a company based upon cumulative experiences with that 
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company (Bettencourt, 1997:388; Anderson &Narus, 1990; Bitner&Hubbert, 1994), was 
measured in this study.  
The positive relationship of customer participation behaviour and customer satisfaction 
has been found in different dimensions of customer participation behaviour. For example, the 
information seeking behaviour is found positively related to customer satisfaction (Morrison, 
1993). The personal interaction behaviour may achieve considerable customer socialization, 
which is regarded as an effective indicator of customer satisfaction (Kelley et al., 1992). 
Failure to conduct information sharing may result in customer dissatisfaction and poor value 
(Lovelock & Young, 1977; Bowers & Martin, 2007). Additionally, Dong et al. (2008) 
confirmed this relationship in service recovery stage. Kellogg et al. (1997) found high level of 
customer satisfaction in relationship building and information exchange behaviours, but not in 
intervention behaviours. The result is consistent with Rodie&Kleine (2000)'s argument that 
this association doesn't exist when customers are forced to pay extra efforts to participate in 
order to overcome service failure.  
In credence goods context, this relationship has also be noticed. For example, in a study 
of financial and legal firms (Cermak et al., 1994) and a study of financial institutions (Kelley 
et al., 1992), customer participation behaviour was found positively related to customer 
satisfaction.  
The underlying rationale of this positive relationship has been discussed. Ertimur (2008) 
separated the impacts of customer participation behaviour from customer satisfaction by 
arguing that the availability of self-determined options in customer participation behaviour 
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contributes to the customer satisfaction with the outcome, and the increasing perceived 
behavioural control during participating contributes to the customer satisfaction with the 
process. Bowers & Martin (2007) employed self-service as an example to argue that customer 
participation behaviour increases customer perceived control, which has significant impacts 
on customer satisfaction. Eisingerich & Bell (2008) suggested that the personalized marketing 
offerings created by customer participation behaviours are likely to create more positive 
evaluation from customers.  
In addition, this positive relationship can be explained through antecedents of customer 
participation behaviours. Once a customer has clear understanding of his role and capability, 
he tends to form more realistic expectations. Ennew & Binks (1996; 1999) supported this 
point by arguing that through intensive customer participation behaviours customers will be 
more aware of the constraints of the companies and themselves, which may result in more 
realistic expectations.  
Based on these discussions, a hypothesis was developed as following: 
H1: Customer participation behaviour is positively associated with customer satisfaction. 
 
2.4.2 Customer Participation Behaviour and Customer 
Attitudinal Loyalty 
Customer loyalty can be defined as the strength of the association between a customer's 
relative attitude and repeat patronage (Dick & Basu, 1994:99). Behavioural loyalty and 
attitudinal loyalty, the two main dimensions of customer loyalty, have been identified by 
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many studies (e.g. Day, 1969; Jacoby, 1969; Dick & Basu, 1994). Behavioural loyalty refers 
to customer repeated purchase behaviour, which can be measured by factors such as 
expenditures, purchase frequency and probability (Ball et al., 2004; Kahn et al., 1986). 
Customer attitudinal loyalty refers to a kind of mental state, such as attitudes and intentions 
(Söderlund, 2006). Some argue that customer attitudinal loyalty is similar to the concept of 
customer commitment since both of them capture the desire to continue a relationship (Ball et 
al., 2004; Chaudhuri & Holbrook, 2001). Although many studies incorporate both behavioural 
and attitudinal loyalty (e.g. Sirgy & Samli, 1989; Auh et al., 2007; Wallace et al. 2004), this 
study only emphasized on the attitudinal loyalty so that repeat purchase behaviours because of 
convenience or habit can be excluded from this study (Ball et al., 2004). 
According to Pearson (1996), customer attitudinal loyalty is the mind set of customers 
who are willing to not only repurchase but also recommend its products/services to others. 
Ganesh et al. (2000) regarded this definition as active customer attitudinal loyalty, and added 
an additional passive element: not switch even under unfavourable conditions. Akbar & 
Parvez (2009) summarised the dimensions of customer attitudinal loyalty as purchase 
intention, recommendation or word-of-month intention, and resistance to switch. Besides, 
willingness to pay a premium price is also regarded as a sign of customer attitudinal loyalty 
(Zeithaml et al., 1996).  
Customer attitudinal loyalty is particularly relevant to this research context. File et al. 
(1992) highlighted that word-of-month is particularly significant for these complex and 
difficult to be evaluated services. Similarly, Lin et al. (2003) suggested that loyalty is more 
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important for services that are highly risky and quality variability. 
The impacts of customer participation behaviours on customer attitudinal loyalty have 
been discussed. Ulrich (1989) argued that customer attitudinal loyalty toward a company 
tends to increase when customers receive more information about how products can be 
selected and created to meet their own needs through customer participation behaviours. 
Kelly et al. (1990) added that customer participation behaviours can help customers to gain 
better understanding of the goals and values of a company, which may produce higher level of 
customer attitudinal loyalty towards this company. Besides, Webber (2000) employed the 
stewardship theory and explained that participating into the service creation process let 
customers perceive more responsiveness, which may result in increased attitudinal loyalty.  
In a study of credence services (financial services), Auh et al. (2007) noticed that 
customer participation behaviour is positively related to customer attitudinal loyalty, but not 
behavioural loyalty. By adopting Auh et al. (2007)'s model, Hosseini & Hosseini (2013) again 
confirmed this relationship in banking industry. Besides, File et al. (1992) supported that the 
word-of-mouth and referral intentions can be predicted through the intensity and variety of 
customer participation behaviours in credence services. However, a negative relationship 
between customer participation behaviour and customer attitudinal loyalty in legal and 
financial firms was discovered by Cermak et al. (1994).  
Based on the previous discussion, a hypothesis was created: 
H2: Customer participation behaviour is positively associated with customer attitudinal 
loyalty. 
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Nevertheless, Ennew & Binks (1999) found that the direct influence of customer 
participation behaviours on customer attitudinal loyalty (intention to change bank in their 
study) is actually quite weak. This finding indicates that certain mediators in this relationship 
may exist and need to be explored.  
2.5 Factors Mediating the Relationship between Customer 
Participation Behaviour and Customer Attitudinal 
Outcomes 
Prior studies have discussed many factors that mediate the relationship between customer 
participation behaviours and attitudinal outcomes (customer satisfaction and attitudinal 
loyalty in this study). Apart from many other factors, such as organizational climate for 
service, organizational socialization, communication effectiveness (e.g. Kelley et al., 1990; 
Kelley et al., 1992; Sharma & Patterson 2000), this section will first critically discuss service 
quality as a mediator and then propose customer trust as a new mediator.  
2.5.1 Service Quality 
One of the factors that have received considerable attention is service quality. Service quality 
is normally investigated in terms of perceived service quality, a personal judgment, inference 
or impression about the relative excellence of a product/service (Holbrook & Corfman, 1985; 
Garvin, 1988; Zeithaml et al., 1990). It has been widely accepted that increasing customer 
participation behaviours will result in higher perceived service quality since the inputs 
customers contributed enable service providers to better meet their special preferences and 
needs (e.g. Biddle, 1979; Stryker & Statham, 1985 Ennew & Binks, 1999; Zeithaml et al., 
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2006). Many studies have treated perceived service quality as a mediating variable between 
customer participation and attitudinal outcomes, and confirmed the positive relationship 
between perceived service quality and customer satisfaction, as well as customer loyalty. For 
example, some studies recognised the positive association between customer perceived 
service quality and customer satisfaction (e.g. Ennew & Binks, 1999; Cermak et al., 1994; 
Cronin & Taylor, 1992). Besides, service quality is found positively related to customer 
attitudinal loyalty in terms of repurchase intention (e.g. Boulding et al., 1993; Zeithaml et al., 
1996) and recommendation intention (e.g. Parasuraman et al., 1991). 
However, criticisms point out that the mediator role of service quality is not guaranteed. 
First, its mediating role is not significant in every context. High perceive quality can hardly 
result in high customer satisfaction for a product/service that one does not care about (Garvin, 
1988). For example, bottle openers with different qualities are likely to create similar 
satisfaction. Besides, some scholars such as Cronin & Taylor (1992) discovered that service 
quality does not necessarily have significant impact on customer attitudinal loyalty. Second, 
the relationship between service quality and customer satisfaction has proved to be interactive 
rather than one-direction (Lengnick-Hall, 1996). While some studies believe perceived 
service quality results in customer satisfaction (e.g. Parasuraman et al., 1988; Claycomb & 
Mowen, 1992; Cronin & Taylor, 1992; Ennew & Binks, 1999), some other studies think 
customer satisfaction is an antecedent of perceived service quality (e.g. Bitner et al., 1990; 
Bolton & Drew, 1991; Kelley et al., 1992). Moreover, customer satisfaction has been found 
an important mediator between perceived service quality and customer loyalty (Akbar & 
Parvez, 2009). Third, most importantly, in credence goods context, the service quality is 
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expected to be particularly difficult for average customers to detect or evaluate, at least in a 
short-term. For example, it would be difficult for a patient to tell the perceived quality of a 
surgery. Therefore, in credence goods context, it may be inappropriate to use the perceived 
service quality, an unclear factor, as a mediator of the relationship between customer 
participation behaviour and customer satisfaction/ loyalty.  
2.5.2 Customer Trust 
Compared with service quality, the level of trust is much easier for a customer of credence 
goods/services to perceive and evaluate.  
In prior studies, two distinctive components of trust, trust as beliefs and trust as 
behaviours, have been identified. Trust as behaviours is also mentioned as trusting intentions 
(e.g. McKnight & Chervany, 2001; Lin & Wang, 2006) or sociological element of trust 
(Moorman et al., 1993). For example, Luhmann (1979) viewed trust as behaviour to reduce 
social complexity. Besides, Moorman et al.(1992; 1993) highly recommended adding this 
component and defined it as a person's willingness to rely on the exchange partner even under 
uncertainty. Many scholars also support to combine trusting beliefs with trust intention 
(Rousseau et al., 1998; Mayer et al., 1995; Schlosser et al., 2006). However, it has been 
noticed that the majority of marketing studies were concerned with another component: trust 
as beliefs. This component is also adopted in this study. Trust as beliefs was also mentioned 
as trusting beliefs (e.g. McKnight & Chervany, 2001; Lin & Wang, 2006), psychological 
element of trust (Moorman et al., 1993), expectation (Gefen et al., 2003) or confidence 
(Garbarino & Johnson, 1999). Ganesan (1994) and Doney & Cannon (1997) recognised two 
elements of trust, perceived credibility and benevolence of a partner. Perceived credibility 
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refers to the beliefs that one can rely on a company's promise, and perceived benevolence 
captures the expectation that this company will genuinely care about customers' welfare and 
be motivated to create mutual benefits (Lin et al., 2003). Besides, Morgan & Hunt (199423) 
defined trust as "the confidence in the exchange partner's reliability and integrity". Based on 
the prior studies, McKnight & Chervany (2001) summarised four major dimensions of 
e-commerce consumers' trusting beliefs: 1) competence, the perceived capability level of a 
company to conduct required tasks; 2) benevolence, the confidence that a company is willing 
to act fairly; 3) integrity, the belief that a company will act ethically and appropriately; and 4) 
predictability, the expectation that a company will perform consistently and fulfil expected 
commitments (Chien et al., 2012; Gefen et al., 2003). Additionally, Gefen (2000) pointed out 
that these beliefs, mainly generated from a customer's past experience, are concerned with a 
company's future action.  
Besides, Becerra & Korgaonkar (2011) classified trust beliefs based on the object in 
which a customer trusts. The three types of trust beliefs they mentioned are brand trust beliefs, 
vendor trust beliefs and product trust beliefs. Since this investigation emphasised on those 
single-brand company websites rather than corporate websites or the website of grocery 
retailer (including multiple brands), customer trust in this study captures both brand and 
vendor trust beliefs.  
A great number of literatures have addressed the role of trust as antecedent of customer 
participation behaviour. Lovelock & Young (1979) highlighted the crucial role of trust in 
encouraging customers to conduct productivity-related activities. Gefen & Straub (2000) 
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viewed trust as a prerequisite of various business interactions. For example, Becerra & 
Korgaonkar (2011) noticed that customer trust in a company will influence customers' 
personal information sharing behaviour online. Gefen (2000) found that trust can directly 
affect a customer's inquiry behaviour on book-selling sites such as Amazon.com. Distrust is 
proved to cause a customer refuse to be involved in customer participation behaviours (Gefen 
et al., 2003; Blau, 1964).  
However, few studies questioned if trust can be both an antecedent and a consequence of 
customer participation behaviour, a mediator of the relationship between customer 
participation behaviour and customer satisfaction/attitudinal loyalty. 
Trust has the potential to replace service quality as a mediator for reasons. Firstly, 
customer trust and perceived service quality share some similar ingredients. Surprisingly, 
several dimensions of trust are similar to most influential dimensions of customer perceived 
service quality, such as reliability, responsiveness, assurance and empathy. According to 
Parasuraman et al., (1988:23), reliability is the ability to perform service dependably and 
accurately, while assurance refers to the knowledge and courtesy of employees and their 
ability to inspire trust and confidence. Both of the two dimensions concern perceived 
capability, which is consistent with competence in trust. Similarly, the concepts of empathy 
and responsiveness are comparable with benevolence in trust. The strong correlation between 
service quality and customer trust is also confirmed by Eisingerich & Bell (2008). Since most 
salient dimensions of perceived service quality may actually be used to predict customer trust, 
it would be reasonable to expect that customer trust may potentially have similar mediating 
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effects on the relationship between customer participation behaviour and customer 
satisfaction/attitudinal loyalty, as what perceived service quality does. Gounaris et al. (2005) 
further confirmed that customer trust is a key driver of e-service quality. Secondly, evidences 
show that customer trust is closely linked to the level of customer satisfaction and customer 
attitudinal loyalty. For example, in a study, Ennew & Binks (1999) found that a customer's 
overall perception (conflict or cooperation) of his interaction with the organization is 
considerably important. Customer satisfaction and retention after participation will decrease 
dramatically, as long as they are negative. It is assumed that these perceptions can be directly 
related to customer perception of that organization's reliability and integrity, thus being 
closely related to customer trust. 
2.5.3 The Relevance of Customer Trust 
Trust as a mediating factor is expected to be highly relevant in this research due to the 
considerable high level of uncertainty and risk customers may perceive in the credence goods 
and company website context.  
Evidences show that customer trust is particularly determinant when customers are 
unconfident about judging the quality of the goods or services (Hsieh et al., 2005; Gefen, 
2000; Mater et al 1995; Rousseau et al., 1998), especially those important ones (Luhmann, 
1979). Milne & Boza, (1999) suggest that the functionality of trust is much stronger for 
credence goods/services than those goods/services which are under perfect information and 
easy monitoring conditions. They believe that trust enable customers to look beyond 
perceived inequities or risks caused by information asymmetry, and concentrate on long run 
 33 
 
benefits. Hong and Cho (2011) also agreed that the complex nature of the service delivery and 
the vulnerability of the customers, all together, make customer trust crucially important. 
Additionally, company official websites and its online environment in this research also 
contribute to the critical role of customer trust. Customers may perceive various risks and 
uncertainties on a company website. For example, many issues such as violation of privacy, 
misleading information, unauthorized tracking of transactions and personal browse 
behaviours are particularly concerned by customers (Gefen & Straub, 2000; Hoffman et al., 
1999). Gefen et al. (2003) explained that the issues are mainly due to the lacking of social 
cues (e.g. the voice and appearance of a seller), which can be generated through face-to-face 
interactions. Gefen & Straub (2004) suggested that customer trust in the e-commerce platform, 
namely the official website in this research, is significantly effective to reduce these perceived 
risks and insecurities (McKnight et al., 2002; Power et al., 2008).  
2.5.4 Customer Participation Behaviour and Customer Trust 
After cost-benefit analysis, if a customer believes that his/her participative behaviour can 
bring more positive benefits and it is confirmed even in the long-run, his/her trust tends to be 
developed (Anderson & Narus, 1990; Doney & Cannon, 1997). Considering the cost of 
participating online is negligible, customer participation behaviours can potentially be more 
productive in creating customer trust. 
Except for more relevant information about the credence good/service itself, intensive 
customer participation behaviours can help a customer know about the company, the 
operation system, the co-creation process and so on (Ennew & Binks, 1999). As the frequency 
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and the degree of CCBCW increase, the knowledge will be accumulated, become vivid past 
experience stored in a customer's memory, finally help to form a belief, possibly a trust, for 
this company. There is one thing worth mentioning, these knowledge will increase customer 
familiarity of a company. Familiarity refers to an understanding of what, why, where and 
when others do what they do, which is gained based on previous experience (Luhmann, 1979). 
It is suggested that familiarity is a precondition for trust and can help to build trust in the 
service provider in an online environment (Luhmann, 1979; Gefen, 2000; Gefen et al., 2003; 
Chien et al., 2012).  
Increased communication quality tends to exist, when various customer participation 
behaviours enable customers to search and share more meaningful information with 
companies more frequently and timely (Morgan & Hunt, 1994; Li et al., 2006). The enhanced 
communication quality may effectively resolve disputes, adjust expectations (Etgar, 1979), 
increase customer confidence in a website's performance (Kumar & Benbasat, 2002), which, 
in turn, will foster customer trust(Ball et al., 2004; McAllister, 1995; Morgan & Hunt, 1994; 
Anderson & Narus, 1990). Li et al. (2006) further confirmed that the increased 
communication quality created by customer participation behaviours can significantly result 
in increased trust.  
Additionally, Gefen & Straub (2000) point out that greater customer trust can be 
developed through greater human interactions, or social presence on a website. Social 
presence here refers the extent to which a website allows a customer to experience others as 
being psychologically present (Fulk et al., 1987). Through extensive social interactions, 
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customers are able to acquire beliefs about a company's reliability and integrity thus build 
trust in this company (Gefen, 2000; McKnight et al., 1998). Fortunately, today's company 
websites are no more 'information-lean' as what Gefen & Straub (2000) described 13 years 
ago. Various customer participation behaviours such as talking to online helping staff instantly 
and reviewing other customers' comments freely let customers experience a higher level of 
social presence thus be able to transmit more discovered information to develop more trust.  
Additionally, it is believed that the education a customer received through customer 
participation behaviour is able to produce stronger customer trust in this company. For 
example, when a customer checks the production/service information, such as, the ingredients 
and the place of origin, reviewing product-use demonstration videos or other customers' post- 
purchase comments, he/she will be informed with various service-related concepts and the 
pros/cons of the products, which are the critical contents of customer education (Sharma and 
Patterson 1999). In a study conducted in credence service industry (financial services), 
Eisingerich & Bell (2008) confirmed that the more clear, comprehensive and educational 
information a customer received through customer participation behaviours, the more likely 
he/she will assume that a company is trustworthy, thus develop a stronger trust in this 
company(Urban, 2004).  
Besides, a company's strategies, such as adoption of smart product finder, showing both 
positive & negative customer comments as well as product-use demonstration videos on its 
website, give customers the impressions that this company is willing to provide accurate 
information, make efforts to meet their needs and care their welfare. These impressions again 
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are proved to be effective to enhance the credibility, reliability and benevolence image of this 
company, thus enhances customer trust (Eisingerich & Bell, 2008; Kim et al., 2007; 
Bendapudi & Berry 1997; Morgan & Hunt 1994). 
Consistent with these arguments, a hypothesis was developed as follows: 
H3: Customer participation behaviour is positively associated with customer trust. 
 
2.5.5 Customer Trust and Customer Satisfaction 
The possibility of positive association between customer trust and customer satisfaction has 
been recognised by many studies. For example, Akbar & Parvez (2009) found that only the 
reliability dimension in service quality is significantly related to CS. As mentioned before, the 
concept of reliability in service quality is consistent with competence and predictability in 
trust. Therefore, trust and satisfaction may be related as well. Li et al. (2006) further explained 
that when customer trust in a company increases in the website context, customer perceived 
uncertainty tends to decrease, which will result in more satisfied customers. Furthermore, Lin 
& Wang (2006) employed the Theory of Reasoned Action to suggest the positive relationship 
of customer trust and satisfaction in mobile commerce contexts. They argued that since 
beliefs can result in attitudes in the Theory of Reasoned Action, customer trust (a kind of 
belief) may also result in customer satisfaction (a kind of attitude). Similarly, Chiou (2004) 
noticed that customer trust exerts will enhance overall customer satisfaction in commercial 
Internet context.  
Although various studies suggested the positive trust-satisfaction relationship and many 
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studies, mentioned in the last paragraph, considered the online commercial context, few of 
them have investigated this relationship for credence goods in a company website context. As 
discussed before, trust is crucially important in this research setting, it was reasonable to infer 
a hypothesis as following: 
H4: Customer trust is positively associated with customer satisfaction. 
2.5.6 Customer Trust and Customer Loyalty 
Compared with customer satisfaction, customer attitudinal loyalty has received much more 
attention in its relationship with customer trust. A large number of studies have confirmed the 
positive relationship between customer trust and customer attitudinal loyalty. 
Customers tend to engender positive behavioural intention if they trust a company (Lau 
& Lee, 1999). According to Morgan & Hunt (1994)'s commitment-trust theory of relationship 
marketing, customer trust encourages customers to pursue long-run benefits rather than 
short-term attractive alternatives by sticking with the current company. As Ball et al. (2004) 
pointed out, this relationship commitment sometimes is actually equal to the concept of 
customer attitudinal loyalty. Therefore, customer trust may be a major determinant of 
customer attitudinal loyalty.  
Four dimensions of customer trust were employed in many studies to investigate the customer 
trust-attitudinal relationship. For example, benevolence was found highly related to customer 
attitudinal loyalty in many studies (e.g. Chaudhuri & Holbrook, 2001; McKnight et al., 2002; 
Singh & Sirdeshmukh, 2000; Sirdeshmukh et al., 2002), especially in credence goods/services 
context. Ball et al. (2004) argued that in this context information asymmetry may make it 
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difficult for a customer to evaluate a company's competence, integrity, and commitment, but 
won't affect his benevolence beliefs. Besides, Lau & Lee (1999) argue that the impacts of 
predictability and competence on customer attitudinal loyalty are prominent, and much more 
influential than integrity dimension. However, Delgado-Ballester et al. (2003) believed that 
the integrity of a company is significantly related to customer attitudinal loyalty. 
A great number of researches have examined the relationship of customer trust and 
attitudinal loyalty in e-commerce context. For example, website stickiness intention (Li et al., 
2006) and positive commitment (Chien et al., 2012) were found result from customer trust. In 
addition, the online purchase intention dimension of customer attitudinal loyalty was widely 
confirmed as positive association with customer trust (e.g. Zhu et al., 2009; Kim et al., 2008; 
Chiou, 2004; Heijden et al., 2003; Gefen, 2000). Furthermore, in many empirical researches 
trust and TAM antecedents (perceived usefulness and ease of use) have been combined to test  
factors influence customer online purchase intention (e.g. Gefen et al., 2003; Pavlou, 2003; 
Saeed et al., 2003). It has been noticed that trust is much more influential than TAM model in 
explaining purchase intention (Wang & Tseng, 2011; Gefen et al., 2003). Gefen et al. (2003) 
added that this relationship is applicable for both repeat and potential customers. Beyond the 
intention, Milne & Boza (1999) further confirmed that actual self-reported purchase level is 
determined by customer trust. However, it has been noticed that few studies have considered 
the impact of customer trust on the referral dimension of customer attitudinal loyalty. 
Therefore, the referral dimension of customer attitudinal loyalty is included. Besides, the 
purchase intention examined in this research is to cover both online and offline channels. 
 39 
 
The positive relationship of customer trust and attitudinal loyalty has been recognised in 
various product/service categories. Chaudhuri & Holbrook (2001) confirmed the positive 
relationship between customer trust and attitudinal loyalty through an investigation of 41 
different categories of products. Strong positive impact of customer trust on attitudinal loyalty 
was found in search goods/services (e.g. telecommunication) (Akbar & Parvez, 2009; Corbitt 
et al., 2003) and experience goods/services (e.g. theatre) (Garbarino and Johnson, 1999). 
Furthermore, this relationship was also noticed in some professional services, such as banking 
(Ball et al., 2004) and personal financial planning services (Sharma & Patterson 2000). 
Therefore, it can be safely to deduce the following hypothesis: 
H5: Customer trust is positively associated with customer attitudinal loyalty. 
Based on all the hypotheses (H1-H5 ) made before, two inferences about the role of 
customer trust can be made: 
H6: Customer trust is a mediator of the relationship between customer participation 
behaviour and customer satisfaction. 
H7: Customer trust is a mediator of the relationship between customer participation 
behaviour and customer attitudinal loyalty. 
 
2.6 Summary 
 
         Table 21 Hypothesis Summary 
Hypothesis 1 Customer participation behaviour is positively associated with customer 
satisfaction. 
Hypothesis 2 Customer participation behaviour is positively associated with customer 
attitudinal loyalty. 
Hypothesis 3 Customer participation behaviour is positively associated with customer 
trust. 
Hypothesis 4 Customer trust is positively associated with customer satisfaction. 
Hypothesis 5 Customer trust is positively associated with customer attitudinal loyalty 
Hypothesis 6 Customer trust is a mediator of the relationship between customer 
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participation behaviour and customer satisfaction. 
Hypothesis 7 Customer trust is a mediator of the relationship between customer 
participation behaviour and customer attitudinal loyalty. 
 
Four gaps in the customer participation behaviour literature have been recognised and 
discussed in this chapter (Table 4). This following analyses in this study will address these 
four gaps. 
 
             Table 22 Gaps in Literature 
Gap 1 customer participation behaviour on company official website 
Gap 2 customer participation behaviour towards tangible credence goods 
Gap 3 
customer trust as a mediator of the relationship between customer 
participation behaviour and customer satisfaction 
Gap 4 
customer trust as a mediator of the relationship between customer 
participation behaviour and customer attitudinal loyalty 
 
 
 
 The proposed theoretical model is as follows: 
 
Figure 2 The Proposed Theoretical Model 
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3.1 Introduction 
Appropriate and justifiable research methods are crucial for accurately testing proposed 
hypotheses and successfully fulfilling research objectives. In this Chapter, the design of the 
research and the questionnaire, data collection procedure and ethical issues of this research 
will be introduced and discussed.  
3.2 Research Design 
In this section, the nature of research design, research setting, target population, sampling 
method, sample size, and two research methods experiment and an Internet-based survey will 
be introduced. 
3.2.1 The Nature of Research Design 
The nature of this research design was decided to be conclusive, instead of exploratory. 
Conclusive research is an approach to help the decision maker in determining, evaluating, and 
choosing the best action to conduct (Malhotra, 2010:104). This definition is consistent with 
the aim of this research, which is to evaluate the effectiveness of customer participation 
behaviour and examine the most effective behaviour on company websites to assist marketing 
decision making. Furthermore, since specific hypotheses and relationships (Table 3) had 
already been well developed and defined based on the literature review in Chapter 2, the 
exploratory stage of the research was almost achieved and what is required is to confirm the 
proposed model, make conclusive research.  
Besides, causal research, as a type of the conclusive research, was identified. As illustrated in 
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proposed model, the major objective of this research is to infer the positive cause-and-effect 
relationships between customer participation behaviour and the three constructs, customer 
trust and customer satisfaction, customer trust and customer attitudinal loyalty. This objective 
reflects that it should be a causal research, which can be used to investigate the nature of these 
relationships (Malhotra, 2010).  
Based on the defined nature of research design, quantitative research method was 
selected. Compared with qualitative method, quantitative research method, more numerically 
oriented, depends on hypotheses and statistical analyses (ESOMAR, 2007). Except for the 
demand from conclusive nature of the research design, the main reason for quantitative 
method being preferred was that it is able to show the strength of each proposed relationship 
quantitatively, which makes it much easier to compare among the effectiveness of the three 
chosen forms of customer participation behaviour.  
3.2.2 Research Setting 
In order to test these hypotheses in practice, credence goods content need to be more specific. 
A company called VICHY was chosen as a target research object. VICHY is a cosmetic brand 
owned by the world largest cosmetics group L'Oréal. This brand has strength in anti-ageing 
and sun-sensitive skincare (L'Oréal, 2013). Referring to the characteristics of credence goods 
discussed in Chapter 2, anti-ageing cream and sun cream are believed to be typical credence 
goods, for the customers generally perceive considerable information asymmetry and feel it 
difficult to evaluate the quality even after consumption. Besides, VICHY's excellently 
developed official website facilitates various customer participation behaviours. Additionally, 
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VICHY was chosen because it is not as well known as many global brands, e.g. Estee Lauder. 
A less strong brand is preferred since the changing attitudes due to the customer participation 
behaviours tend to be more dramatic with it For example, a participant who has been exposed 
to massive brand promotions tends to lower gain margin of customer satisfaction from extra 
participative behaviours. 
3.2.3 Sample and Sampling 
The target population can be regarded as the set of persons who one wants to study (Couper, 
2000). The specification of target population was modified to fit the research setting 
introduced in the last section. As the research setting is about a skincare company and its 
products, it is reasonable to set the target population as the current or potential customers of 
skincare products. For a person who never and will never use skincare products, his 
satisfaction and attitudinal loyalty levels can hardly increase because of any participation 
behaviour. However, it was observed that the chosen home website of VICHY (UK's), as well 
as all the YouTube videos and online applications embraced cannot be accessed in Mainland 
China. VICHY's UK website has been chosen simply because it has fantastic user-friendly 
applications which allow participation behaviour and much better than many other VICHY's 
websites. That is to say, the research population did not mean to be UK customers only, but 
open to participants of all nationalities. Therefore, a sampling frame which is a list of the 
elements of the target population was generated (Malhotra, 2010: 373): 
1) those who are current or potential customers of skincare products 
2) those who are active Internet user 
3) those who can access VICHY's UK home webpage, YouTube and the 
Internet-based questionnaire delivered 
 45 
 
4) those who have the ability to fill in an English questionnaire 
However, no matter how detailed a sampling frame is, sampling error is unavoidable if not 
every person in the frame population are measured (Couper, 2000; Wyner, 2007). 
It has been widely agreed that a small, representative group of samples can reflect the 
characteristics of the whole population from which it is drawn (ESOMAR, 2007). The process 
of selecting this representative group is called sampling (Sekaran, 2003). As a non-probability 
technique, judgmental sampling was employed. Judgmental sampling refers to purposely 
selecting population elements based on the judgment of the researchers (Malhotra, 2010). 
Actually, such a non-probability sampling is not favourable for this conclusive research which 
relies on statistical techniques, because the impact of a researcher's judgments may result in 
biased samples thus violate against the underground assumption of various statistical tools 
(Malhotra, 2010; ESOMAR, 2007). However, since perfect unbiased samples for highly 
accurate estimates are not required in the current study and the techniques to generate these 
unbiased samples are too costly and time- consuming, more pragmatic judgmental sampling 
was chosen to gain greater control and efficiency (Malhotra, 2010; ESOMAR, 2007). 
Although convenience sampling, which collects samples of convenient elements, is much 
cheaper and less time-consuming, it was not preferred in the current study since the samples 
generated by this technique normally do not have sufficient representativeness of the target 
population (Ferber 1977; Malhotra, 2010).  
Various channels were decided to be employed for sample recruitment. Bearing the target 
population and judgemental sampling method in mind, the research invitations can be sent to 
people who the researcher believes are target population through social network websites such 
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as Facebook. Besides, through setting the key words, many online promotion channels such as 
Google AdWords and Youtube can be used to reach target population.  
In addition, sample size is critical since both insufficient and excessive sample sizes will 
affect the quality and accuracy of the research results (Bartlett et al., 2001; ESOMAR, 2007). 
The decision of sample size will be influenced by many qualitative and quantitative factors. In 
quantitative perspective, the research sample size can be calculated through statistical 
approaches (Rohm et al., 2006; Reynolds & Arnold, 2001; Sampath, 2000). For example, 
Malhotra (2010) explains the confidence interval approach, which requires estimated 
information such as the population size, population mean and the standard deviation of the 
variable. Although the population size can be ignored when it is extraordinary large, standard 
deviation of the variable is still difficult to gain. Generally, it was suggested that for a large 
population, round 370 samples is sufficient for 95% confidence level (Raodoft, 2013; Bartlett 
et al., 2001). Additionally, the application of statistical analysis tools will also affect the 
sample size determination. Bartlett et al. (2001) suggested that when using multiple regression 
analysis, the ratio of observation to independent variables should be larger than five. Apart 
from that, many qualitative factors are influential. Malhotra (2010) summarised the sample 
sizes normally used in marketing researches and indicated that 200 would be a minimum size 
for this study. Nevertheless, all these suggestions are more often determined by constraints, 
such as available time and budget (ESOMAR, 2007). Due to the limited time and budget for 
data collection, this study targeted the size of effective samples at 100. 
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3.2.4 Research Methods 
Two methods, experiments with one-group pretest- posttest design and an Internet-based 
survey, were combined and employed to conduct this research.  
An experiment is a major approach applied to address causal research. According to 
Malhotra (2010:253), experience is the process of manipulating certain independent variables 
and measuring their impact on dependent variables, with others kept constant. Customer 
satisfaction as a dependent variable was the main reason why experiments were included. 
Many scholars have identified the transaction-specific nature of satisfaction and required the 
measurement of customer satisfaction to be context dependent and less general (e.g. Oliver, 
1981; Howard & Sheth, 1969; Hunt 1979; Parasuraman et al., 1988). Because of this concern, 
it was decided to measure the level of customer satisfaction only after each participant 
actually conducts customer participation behaviours. However, in reality, since it is very 
difficult to observe people's participation behaviours on a company official website, it is 
QHFHVVDU\WRPDQLSXODWHWKHSDUWLFLSDQWV¶EHKDYLRXU2QH-group pretest-posttest design (OPD) 
was applied for the experiments. OPD refers to the design in which participants are measured 
twice (before and after a treatment) (Malhotra, 2010). More specifically, in the experiments, 
every participant was required to conduct three chosen forms of customer participation 
behaviours, and their perceived levels of customer trust & customer satisfaction & customer 
attitudinal loyalty were measured both before and after the three experiments. Although OPD 
is much simpler compared with many other experimental designs, it does not control any 
factors that affect participants' responses (Malhotra, 2010). For example, a customer who is 
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already loyal to VICHY may not show significant increase in his loyalty level after 
experiments. 
Three experiments were included in an Internet-based survey, which is a self- 
administered questionnaire delivered online (Zikmund & Babin, 2010). Other survey methods, 
such as telephone, in-home and mall surveys were abandoned because of limited resources 
and unsuitable functions.  
There are many concerns about using single internet-based survey. For example, some 
worry that it may cause coverage error or biased results if not all members of the target 
population can access to the internet (Cobanoglu & Cobanoglu, 2003; Couper, 2000). 
Cobanoglu et al. (2001) also suggested to mix the internet-based methods with other 
accessible approaches. However, applying single internet-based method is justifiable in this 
study. First, this study only concerns active Internet users, which means those who cannot 
access Internet are beyond the target population. Second, two of the three tasks designed for 
participants to fulfill, namely doing skincare diagnoses and watching videos, should be 
conducted online. Third, considering this research was opened to participants of all 
nationalities, an Internet-based survey which has the advantages such as effectively reaching 
global audience, high speed and low cost (Zikmund & Babin, 2010; Cobanoglu et al. 2001; 
Sackmary, 1998), was the most feasible. 
3.3 Questionnaire Design 
In this section, the structure, measurement items, scaling and improving response rate 
methods of the questionnaire will be discussed.  
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3.3.1 Questionnaire Structure 
A detailed summary of the Internet-based questionnaire can be found in Appendix A.  
Table 23 The Structure of Questionnaire 
Sections Section Content No. of Questions 
Section 1 
Welcome screen and questionnaire instruction 
Demographic information 2 
Section 2 
Verify anti-ageing skincare cream and suncare cream as credence 
goods 
5 
Measure customer loyalty to VICHY before three experiments 2 
Measure customer trust to VICHY before three experiments 1 
Measure customer satisfaction to VICHY before three experiments 1 
Section 3 
Experiment 1: 
Show six customer comments captured from VICHY's official website (mixed 
evaluations from customers: some customers loved the product, some hated it, 
and some asked questions about it). Require participants to read all of them 
Measure customer participation level in Experiment 1 3 
Measure customer satisfaction to VICHY after Experiment 1 5 
Measure customer loyalty to VICHY after Experiment 1 4 
Measure customer trust to VICHY after Experiment 1 8 
Section 4 
Experiment 2: 
Provide two website links, one for anti-ageing diagnosis, another one for suncare 
diagnosis, on VICHY's official website. Require participants to clink the links 
and take any one or two diagnoses 
Measure customer participation level in Experiment 2 5 
Measure customer satisfaction to VICHY after Experiment 2 5 
Measure customer loyalty to VICHY after Experiment 2 4 
Measure customer trust to VICHY after Experiment 2 8 
Section 5 
Experiment 3: 
Provide two website links, one contains product description and  a product-use 
demonstration video for an anti-ageing cream, another one contains product 
description and  a product-use demonstration video for an suncare cream, on 
VICHY's official website. Require participants to clink the links and watch any 
one or two demonstration videos 
Measure customer participation level in Experiment 3 4 
Measure customer satisfaction to VICHY after Experiment 3 5 
Measure customer loyalty to VICHY after Experiment 3 4 
Measure customer trust to VICHY after Experiment 3 8 
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As showed in Table 5, the questionnaire has five sections. Section 1 is an introduction section. 
Section 2 is a preparation section which verifies anti-ageing and suncare creams as credence 
goods in participants' perception and measures customer satisfaction, attitudinal loyalty and 
trust before treatments. Section 3-5 contains three experiments of customer participation 
behaviours. The detailed descriptions of the three experiments are in Table 5. In Experiment 1, 
participants could see that this company provided not only positive but also negative product 
feedbacks on its website. In Experiment 2, the two diagnoses demand participants to conduct 
information sharing behaviours. In Experiment 3, participants were asked to perform 
information searching behaviours through watching demonstration videos. In both 
Experiment 2 and 3, two options (anti-ageing and suncare) were provided for reasons. First, 
having choices tends to increase participants' perceived control, which results in increased 
questionnaire participation intention (Ajzen, 1991). Second, having two products helps to 
reduce biased results and emphasized again that not a particular product, but the credence 
goods are research objects. Third, it increases the probability of a participant to become a 
current or potential customer of the product. For example, even if some young, especially 
male participants may not be interested in anti-ageing cream, they may use sun cream.  
After finishing every experiment, participants were asked to report their participation 
level. These answers are believed to be more effective in evaluating behaviour level than the 
reported participants' behaviour intention or past experience from memory. Then the 
perceived level of customer satisfaction, attitudinal loyalty and trust were measured after each 
experiment. 
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Various ways to design Internet-based surveys have been recognised. Microsoft 
FrontPage for instance can be used to design and publish a survey. However, it is not desirable 
for questionnaires to be more than one page (Cobanoglu & Cobanoglu, 2003). In order to 
investigate the changing customer satisfaction, attitudinal loyalty and trust, three experiments 
should be separately presented. Besides, many softwares are available. For example, Voxco's 
online survey software is very powerful, but it is complicated as well. Compared with them, 
many web-based survey design sites, such as SurveyMonkey and eSurveysPro, offer much 
easier tools. Almost every site offers free basic version, which may be useful for small-scale 
surveys. However, these free versions were found unable to meet the requirements for this 
research. For example, SurveyMonkey's free version only allows 10 questions per survey. 
Although Google Docs Form is free, user friendly and allows unlimited questions, no picture 
is allowed to be added. Adding pictures is assumed to be favourable for a clear task 
explanation. Therefore, the decision of using a charged service site was made. After 
comparing the criteria such as user friendly, functions and monthly fee, SurveyMonkey 
(SurveyMonkey.com) has been selected. A £24 monthly fee was paid for a 'Select' version, 
which includes unlimited questions and 1,000 responses per month.  
3.3.2 Measurement 
The measurement in this section refers to assigning symbols to the characteristics of each 
construct based on previously validated measures (Malhotra, 2010). In this study, the 
measurements of four constructs need to be defined. 
Generally, the measurement in a questionnaire can be divided into two parts: before 
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treatments and after treatments. In order to simplify the questionnaire, the measurements of 
customer satisfaction, attitudinal loyalty and trust before three experiments were relatively 
simple: a single-item for customer trust; a single-item for customer satisfaction; and two items 
for customer attitudinal loyalty. After participants conducted each experiment, customer 
satisfaction, attitudinal loyalty and trust were measured again with more sophisticated items. 
Before discussing the measurement items for each construct, it is necessary to introduce 
the rule of coding for each item. According to Saunders et al. (2009), coding items help to 
make data entering and analysis more efficient and correct. A detailed codebook can be found 
in the Table 6 below. 
Table 24 Codebook for Measurement Items 
X1_X2_X3 
X1 X2 X3 
C: credence goods 
CP: customer participation 
behaviour 
T: customer trust 
S: customer satisfaction 
L: customer attitudinal loyalty 
B: before three experiments 
1: Experiment 1 
2: Experiment 2 
3: Experiment 3 
1-8: serial number for each 
item 
N: the number of 
videos/diagnoses reviewed 
 
Credence Goods 
Table 25 Summary of Proposed Items for Credence Goods 
Item Codes Measurement Items 
C__1 It is difficult for me to evaluate the quality, before purchasing the product. 
C__2 It is difficult for me to evaluate the quality, even after consuming the product. 
C__3 I evaluate the quality based on the price of the product. 
C__4 I feel that I have much less information of the product than its producer. 
C__5 
If changing the "anti-ageing skincare cream" to a "sun care cream", I will 
answer the above four questions in a similar way. 
Since the aim of this research is to investigate customer participation behaviour in credence 
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goods context rather than in skincare context, it is crucial to confirm that the chosen products, 
anti-aging skincare cream and sun care cream, are perceived as credence goods by the 
participants. Therefore, five items were developed based on the characteristics of credence 
goods discussed in Chapter 2. For example, information asymmetric was captured by the item 
C__4.  
Customer Participation Behaviour 
Table 26 Summary of Proposed Items for Customer Participation Behaviour 
Item Codes Measurement Items 
CP_1_1 I carefully read all the customers' product-related comments. 
CP_1_2 I carefully read comments to check the actual function of the product. 
CP_1_3 
I carefully read the comments to check if other customers are happy with the 
product. 
CP_2_N Which skincare diagnosis test did you take? 
CP_2_1 I completed the whole diagnosis. 
CP_2_2 I carefully read and well understood every question listed. 
CP_2_3 I clearly explained my skin condition and provided necessary information. 
CP_2_4 
After completing the diagnosis, I carefully read the personal skincare advices 
and products recommended. 
CP_3_N Which product-use demonstration did you watch? 
CP_3_1 I watched the whole video. 
CP_3_2 
I carefully read and well understood the product description (text) on the 
company website. 
CP_3_3 
I tried to follow the demonstration video to learn and remember how to apply 
the product in a professional way. 
Question CP_2_N and CP_3_N were created to find out how many diagnoses or videos a 
participant had reviewed. It was assumed that customers who had watched two videos or did 
two diagnoses performed higher level of participation than those who only watched one or did 
one. The rest items were developed for three different experiments separately for participation 
level measurement, and these items were partly adopted from Groth (2005) and Yi & Gong 
(2013).  
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Customer trust 
Table 27 Summary of Proposed Items for Customer trust 
Item Codes Measurement Items 
T_B I think VICHY is a very trustworthy company. 
T_1_1; T_2_1; T_3_1 I believe this company has my best interests and welfare in mind. 
T_1_2 
I believe this company is honest with customer comments showed 
on its website. 
T_2_2 I believe this company is honest with the diagnosis result. 
T_3_2 
I believe this company is honest with the product- use 
demonstration. 
T_1_4; T_2_4; T_3_4 I believe this company care about my needs. 
T_1_5 
I believe this company is able to answer the questions customers 
asked in the comments. 
T_2_5 I believe this company selected the right products for me. 
T_3_5 
I believe this company is able to help me to maximise the my 
benefits from the product. 
T_1_6; T_2_6; T_3_6 I believe this company is trustworthy 
T_1_7; T_2_7; T_3_7 I believe this company is predictable 
T_1_8 
7KH FXVWRPHUV¶ FRPPHQWV VKRZHG RQ 9,&+<
V ZHEVLWH FDQQRW EH
trusted at times. 
T_2_8 The results from skincare diagnosis cannot be trusted at times. 
T_3_8 
The demonstration video showed on VICHY's website cannot be 
trusted at times. 
Initially, customer trust was measured by a simple-item (T_B). After each task, four 
distinctive parts were included in the measurement items of trust, in consistent with the four 
major dimensions of trust proposed by McKnight & Chervany (2001). The benevolence in 
trust can be reflected by two items. 'Has my best interests and welfare in mind' (T_1_1; T_2_1; 
T_3_1) came from Jarvenpaa et al. (2000), and 'Care about my needs' (T_1_4; T_2_4; T_3_4) 
originated from Doney & Cannon (1997) and Gefen et al. (2004). To capture the integrity in 
trust, the items T_1_2, T_2_2 and T_3_2 were developed separately for each experience 
based on the 'honest' item used by Crosby et al., 1990 and Gefen et al. (2004). Similarly, the 
items for competence in trust (T_1_5; T_2_5; T_3_5) were developed separately to match 
each experiment. Besides, an item representing the predictability in trust (T_1_7; T_2_7; 
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T_3_7) was adopted from Gefen et al. (2004). Apart from that, 'trustworthy' (T_1_6; T_2_6; 
T_3_6) was added as an item widely employed by studies (e.g. Jarvenpaa et al., 2000; Gefen, 
2000; Crosby et al., 1990). Additionally, three reverse statements (T_1_8; T_2_8; T_3_8) 
were created to test the credibility participants' responses based on Morgan & Hunt (1994)'s 
scale. Compared with other items, these three items are more service oriented rather than 
company oriented. 
Customer Satisfaction 
Table 28 Summary of Proposed items for Customer Satisfaction 
Item Codes Measurement Items 
S_B My past experience with VICHY is satisfactory. 
S_1_1; S_2_1; S_3_1 This company does a good job of fulfilling my needs. 
S_1_2; S_2_2; S_3_2 My experience with this company is pleasing. 
S_1_3; S_2_3; S_3_3 All things considered, I feel satisfied with this company. 
S_1_4; S_2_4; S_3_4 All things considered, I feel contented with this company. 
S_1_5; S_2_5; S_3_5 All things considered, I feel unhappy with this company. 
In order to make sure that the measured level reflects a participant's overall satisfaction 
towards this company, not only towards a particular experience or service, all the items 
mentioned the company only. Five semantic items, namely good job (S_1_1; S_2_1; S_3_1), 
pleasing (S_1_2; S_2_2; S_3_2), satisfied (S_1_3; S_2_3; S_3_3), contented (S_1_4; S_2_4; 
S_3_4) and unhappy (S_1_5; S_2_5; S_3_5), were adopted from Oliver & Swan (1989)'s 
work. The item 'unhappy' functions as a reverse item. The reliability and validity of these five 
items have been well confirmed by many studies (e.g. Rusbult et al., 1998; Wirtz & Le., 2003). 
Netemeyer et al. (1997)'s study was referenced for the phrase 'all things considered'. 
Additionally, a single-item (S_B) developed based on Bitner & Hubbert (1994)'s 
measurement was employed to measure participants' original customer satisfaction level.  
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Customer Attitudinal Loyalty 
Table 29Summary of Proposed items for Customer Attitudinal Loyalty 
Item Codes Measurement Items 
L_B_1 I know a skincare company called VICHY. 
L_B_2 I am a loyal customer of VICHY. 
L_1_1; L_3_1 
I am likely to consider the products from VICHY when I need to 
buy skincare products next time. 
L_2_1 
I am likely to consider the products recommended to me when I 
need to buy skincare products next time. 
L_1_2; L_2_2; L_3_2 I am likely to say positive things about this company. 
L_1_3; L_2_3; L_3_3 
I will never recommend my friends or families to use this company's 
products. 
L_1_4; L_2_4; L_3_4 
I intend to switch to other skincare companies and will not consider 
purchasing the products from VICHY. 
The original customer attitudinal loyalty was tested by two items (L_B_1; L_B_2), which are 
believed to be effective. After each experiment, customer attitudinal loyalty was tested in 
three aspects: purchase intention, resistance to switch and word-of-mouth intention. In terms 
of purchase intention, the item 'consider products from VICHY when need' (L_1_1; L_3_1) 
was created by modifying the scales used by many studies (e.g. Gefen, 2000; Jarvenpaa et al., 
2000; Swanson & Kelley, 2001). The item L_2_1 changed the phrase 'products from VICHY' 
to 'products recommended' so that the question is more consistent with the skincare diagnosis 
experiment. Besides, the item 'switch to other skincare companies' (L_1_4; L_2_4; L_3_4) 
was developed based on the work from Lin &Wang (2006).In terms of word-of-mouth 
intention, the item 'say positive things' (L_1_2; L_2_2; L_3_2) was adopted from Zeithaml et 
al. (1996) and the item 'recommend friends and families' (L_1_3; L_2_3; L_3_3) can be 
found from Jarvenpaa et al. (2000) and Zeithaml et al. (1996). Two items (L_1_3; L_2_3; 
L_3_3 & L_1_4; L_2_4; L_3_4) are reverse statements. 
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3.3.3 Scaling 
Scaling is the creation of a continuum upon which measured objects are placed. (Malhotra, 
2010). The types, formats and the number contained in the scales are important for effective 
research. 
Various types of scales were applied. Nominal scale can be used to designate different 
categories. In the questionnaire, only three questions employed nominal scale. They are one 
demographic question related to gender, and two questions asking which diagnosis/video a 
participant worked on. The rest questions were all applied interval scales. Interval scale is 
made up of equal units and is more appropriate than ordinal scale in this study since it not 
only indicates the relative position of each option, but also enables the quantitative 
comparison between options (Malhotra, 2010). This characteristic leads the collected data to 
be metric, which facilitate the latter statistical analyses such as multiple regression and help to 
generate more accurate results. For similar reason (to get metric data), noncomparative scales, 
which evaluate one object in each question, was chosen instead of comparative scales 
(Malhotra, 2010). 
Likert scale was employed as a noncomparative scale. Likert scale was first created by 
Rensis Likert (1932) and has been adopted in various customer behaviour researches (e.g. Yi 
et al., 2011; Li et al., 2006; Akbar & Parvez, 2009). Although many studies regard Likert 
scale as ordinal scales (e.g. Jakobsson, 2004; Kuzon et al., 1996), this study views Likert 
scale as an interval scale (Allen & Seaman, 2007). Brown (2011) supports that Likert scales 
can be interval scales and should be distinguished from the concept of Likert items. Likert 
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scale is desirable for this study. First, it has been widely used to measure attitudes. Two 
dependent variables, customer satisfaction and customer attitudinal loyalty in this study, are 
both customer attitudes. Second, its commonly used format, from 'strongly disagree' to 'strong 
agree', can measure a customer's agreement degree of a statement. The majority of questions 
in the questionnaire were as positive/negative statements.  
Nevertheless, three changes were made to the ordinary version of Likert scale, which has 
five options from 'strongly disagree' to 'strongly agree'. First, only bipolar labels (strongly 
disagree and strongly agree) and a neutral label (neither agree not disagree), all together three 
labels were provided. The action was aimed to reduce the complication of scales and address 
the 'time -consuming for reading' disadvantage of Likert scale. Moreover, it addressed the 
concern if the semantic difference between 'strongly disagree' and 'disagree' is the same as the 
difference between 'disagree' and 'neither agree nor disagree' (Marriner, 2010). Second, the 
numbers were removed in the labels since studies show that different choice of numerical 
values may generate different results. For example, Amoo& Friedman (2001) found that the 
scale +4 to -4 and the scale 1 to 9 create different results. Furthermore, removing numbers can 
help to avoid potential influence from the previous experiments. That is to say, when a 
participant conducts the second or third experiment, without numbers, he can hardly 
remember what he has chosen in the first experiment for the same questions. Consequently, 
his choice would be more representative of his attitudes at that specific time. Third, the 
number of categories in Likert scale was increased from five to nine. The debate concerning 
the effectiveness of category number in rating scales has existed for a long time. Based on 
Preston & Colman (2000)'s summary and study, it has been learnt that the scales with seven, 
 59 
 
nine and ten categories have the highest reliability, validity, and discriminating power. Since 
neutral response is possible for each statement, odd number of categories is preferred. Besides, 
nine is preferred than seven because the changes of customer attitudinal outcomes tend to be 
more clear with greater scales. 
3.3.4 Improving Response Rates 
Many methods of improving response rates by lowering refusal rates had been applied 
(Malhotra, 2010).  
Offering monetary incentives can significantly increase response rates (Wang et al., 2002; 
Helgeson et al., 2002; Cobanoglu & Cobanoglu, 2003). On the initial welcome screen of the 
research questionnaire, many incentives was promised and explained for reasons. Firstly, it 
encourages participants to answer all the questions by clearly indicating that the prizes will 
only be available for those who complete the questionnaire. Secondly, '30 pounds in cash' was 
stated as an effective and feasible way to motivate the participants. Although many scholars 
have discussed that non-monetary incentives such as phone cards and books are also effective 
in motivating (Shank et al., 1990; Vandermeer, 2000), considering multi-country sampling 
and limited financial resources, delivering cash through bank transfer is cost efficient. Thirdly, 
since prior studies found that a considerable number of participants are interested in the final 
results (Roztocki, 2001), a promise to provide a copy of the dissertation can be regard as a 
reward. Finally, the time for rewarding was explicitly stated, which can increase the 
credibility of the promise. 
In addition, foot-in-the-door strategy was applied in questionnaire design to increase 
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participants' behavioural compliance with the task requests. Foot-in-door strategy believes 
that if participants are first required to conduct some relatively easy and small tasks, they will 
be more compliant with the following larger tasks (Gorassini & Olson, 1995). This strategy is 
found able to possibly generate higher response rates than door-in-the-face strategy which 
starts with larger tasks (Fern et al., 1986). Among the three experiments, reviewing the 
selected customers' comments is the easiest, while doing skincare diagnosis is believed to be 
most time-consuming and watching video is time-consuming but more entertaining. By 
following foot-in-the-door strategy, 'reviewing selected customers' comments' was arranged at 
the beginning and 'watching video' was put at the end to reduce the impatience possibly 
perceived by participants. 
3.4 Data Collection Procedure 
3.4.1 Pretesting 
Pretesting is a stage where the designed questionnaire is tested on a small group of samples to 
identify and solve potential problems, and to clarify researcher's intention (Malhotra, 2010; 
Muijs, 2004). The questionnaire was first tested by 10 samples and many problems had been 
recognised and modified. For example, the problem that VICHY's UK official website cannot 
be accessed in Mainland China was noticed at this stage. Besides, in Section 2, the sequence 
of two parts 'measure attitudinal outcomes towards VICHY before treatments ' and 'verify two 
products as credence goods' was reversed, because a participant wondered if the products 
mentioned in 'credence goods' statements is related to VICHY or not.  
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3.4.2 Formal Data Collection 
Initially, research invitation was sent to people who the researcher believes are target 
population, through Facebook. Besides, a research promotion video was created on YouTube. 
This video contains the explanation of participation rewards and questionnaire link (Appendix 
B). In addition, Google AdWords and advertising service on YouTube were used and the 
search keywords were set as 'skincare', 'anti-ageing cream', 'suncare cream' and 'VICHY' 
(Appendix B). People who click these advertisements will be lead to that promotion video. It 
was assumed that people who search these key words on Google or YouTube tend to be the 
target population of this research. 
However, a considerable number of nonresponse occurred, which may create error 
variance and bias to the final estimates and incorrect conclusion (Wyner, 2007; Tull& 
Hawkins, 1993). To deal with it, proper follow-up was conducted to nonrespondents three 
days after the initial contact. Since Erdogan& Baker (2002) noticed, the number of responses 
will be reduced to negligible at the end of the first week, three-day is believed to be an 
appropriate period. Moreover, inspired by Erdogan & Baker (2002)'s finding that 'original 
replacement follow-up' (including the same package as the initial mailing) can bring highest 
response rates, the same research introduction message and questionnaire links were sent 
again to the nonrespondents.  
3.5 Ethical Issues 
This research followed the ethical guidelines of Nottingham University Business School and 
many ethical issues had been concerned. In this research, all the participants were well 
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informed about the research purpose and all are voluntary. Besides, Cobanoglu & Unsal (1998) 
pointed out the biggest ethical problem of using incentives in an Internet-based survey is not 
to keep the reward promise. The promised financial rewards had been prepared and the date 
of lucky draw was explicitly stated. Additionally, respondents' anonymity was addressed. It 
has been recognised that the data collected in this research is very valuable to skincare 
companies, especially for VICHY. Therefore, in the questionnaire, the promise was made 
before each task that we 'only use information for academic research and will never disclose 
any information to any other parties'.  
3.6 Summary 
To sum up, this study can be defined as a conclusive causal research and quantitative research 
methods were applied. VICHY was selected as a research object. Judgmental sampling was 
used towards target population. An experiment and Internet-based survey were combined 
together to create an effective approach. In terms of the questionnaire design, measurement 
items for customer participation behaviour, customer trust, satisfaction and attitudinal loyalty 
were created with nine-point Likert scale. Additionally, various channels were embraced for 
data collection and proper follow-up was conducted.  
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CHAPTER 4  ANALYSIS AND RESULTS 
 
 
 
 
 
 
 
 
 
 64 
 
4.1 Introduction 
The structure of this chapter is illustrated as below.  
 
Figure 3 The Structure of Analysis and Results Chapter 
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4.2 Data Preparation 
The software IBM SPSS Statistics 21 was used in this study to conduct quantitative analysis. 
The data was downloaded from SurveyMonkey in Excel file, and then transferred into SPSS. 
A total of 121 respondents participated into the Internet-based survey. About 16.5% of 
them had not even finished the Experiment 1, thus being excluded. Besides, as the data 
analysis was planned to be conducted on each experiment individually, these incomplete 
questionnaires can still be kept if at least one experiment had been completed. Table 12 shows 
the number of completed questionnaires for each experiment.  
Table 30 The Number of Completed Questionnaire for Three Experiments 
Experiment No. Experiment 1 Experiment 2 Experiment 3 
Number of Completed Questionnaires 101 87 79 
Additionally, during the promotion period (one week) in YouTube and Google AdWords, the 
promotion video created had received 763 views.  
4.2.1 Consistency Checks 
The aim of consistency checks is to identify out-of-ranged, extreme or logically inconsistent 
responses (Malhotra, 2010:104). Since all the questions in the questionnaire are in multiple 
choice format, there were no out-of-ranged responses. Besides, although there was no extreme 
responses, many feedbacks were found with a large number of neutral answers (scale=5). 
Nowlis et al.(2002) suggest that the results of extreme options will be significantly affected by 
the neutral option available. However, some argued that forcing customers to choose a 
position by excluding neutral option will not bias the research since those truly neutral 
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respondents will just answer randomly (Krosnick, 2002). To some extent, these neutral 
answers can be treated as 'missing' values (Raaijmakers, 1997; Heitjan& Rubin, 1991), thus 
they contributed less to the research than other answers. In addition, many logically 
inconsistent responses were found through manually checking with 12 reversed statements. 
Comparing two reversed self-reported answers is an effective way to detect response error 
(Wyner, 2007). Nevertheless, the majority of these respondents only provided a few rather 
than many logically inconsistent responses. Considering the small sample size, these 
responses with a few logically inconsistent answers were kept.  
4.2.2 Treatment of Missing Responses 
Missing response data is a very common occurrence in empirical research, especially in 
survey research with a large number of questions and respondents (Raaijmakers, 1999). 
Missing variables can potentially be a problem because SPSS automatically exclude the cases 
with missing data, which may result in inadequate samples or misleading results (SPSS, 
2013).  
Initially, Little's Missing Completely at Random (MCAR) Test (Little, 1988) was applied 
to check if the distribution of missing data is random. Basically, the treatment of the missing 
data would be unbiased only if the distribution of missingness is unrelated to the value of the 
rest data, that is MCAR (Schafer & Graham, 2002). The null hypothesis for Little's MCAR 
test is that the data are MCAR (IBM, 2013). The results of this test show that it failed to reject 
null hypothesis, thus it can be concluded that all the data are MCAR.  
Since MCAR as an assumption of expectation maximization (EM) algorithm (Rubin & 
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Thayer, 1982) was met, the technique EM in SPSS was used to fill up all the missing 
responses. 
Finally, the recoding of 12 reversed statements was done. For example, a new variable 
'S_1_5r' was created to replace 'S_1_5'. The coding rule of each item can be found in the 
codebook (Table 13). 
Table 31 Codebook for Measurement Items In Analysis Chapter 
X1_X2_X3r 
X1 X2 X3 r 
C: credence goods 
CP: customer participation 
behaviour 
T: customer trust 
S: customer satisfaction 
L: customer attitudinal 
loyalty 
B: before three 
experiments 
1: Experiment 1 
2: Experiment 2 
3:Experiment 3 
1-8: serial number for 
each item 
N: the number of 
videos/diagnoses 
reviewed 
mean: mean value of 
variables 
r: reversed 
items 
4.3 General Profile of Samples 
For demographic information of respondents, only gender was measured. 58.33% out of 101 
respondents are female. Therefore, the number of female participants is around 10% more 
than the male participants of the total samples. This gender bias may result in systematic error, 
sampling bias, which should be avoided (Ritchie, 2009). However, the gender bias is believed 
to be reasonable in this study. As women are the major consumer group of skincare products, 
the target population, namely the current and potential users of skincare products, is biased 
with higher percentage of female than male. 
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4.4 Descriptive Analysis 
Descriptive analysis can provide a simple and inspiring guidance for more complicated 
statistical analyses. The first step to investigate the effectiveness of customer participation 
behaviour is to do a descriptive analysis. The changes of customer attitudinal loyalty, 
customer satisfaction and customer trust before and after each experiment were measured.  
4.4.1 The Change of Customer Attitudinal Loyalty 
Four new variables were created based on the mean of customer attitudinal loyalty items and 
all of them have passed the reliability test (Table 14). After that, a bar chart was generated. As 
shown in the Figure 5, the original customer attitudinal loyalty (in gray) before the three 
experiments is below 4. However, it increases dramatically after the first experiment and 
increases continuously with each experiment conducted. The graph clearly suggests that 
increasing customer participation behaviour level may result in increasing customer 
attitudinal loyalty. 
Table 32 Reliability Test for Mean Items of Customer Attitudinal Loyalty 
Created Items Customer Attitudinal Loyalty Items Cronbach's Alpha 
L_B_mean L_B_1, L_B_2 .897 
L_1_mean L_1_1, L_1_2, L_1_3r, L_1_4r .746 
L_2_mean L_2_1, L_2_2, L_2_3r, L_2_4r .696 
L_3_mean L_3_1, L_3_2, L_3_3r, L_3_4r .737 
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Figure 4 Mean Items of Customer Attitudinal Loyalty 
 
4.4.2 The Change of Customer Satisfaction 
Similar to attitudinal loyalty, customer satisfaction was measured to investigate the impacts of 
customer participation behaviours (Table 15). Three new variables were created based on the 
mean of customer satisfaction items. Increasing level of customer satisfaction can be observed 
from the Figure 6. 
Table 33 Reliability Test for Mean Items of Customer Satisfaction 
Created Items Customer Satisfaction Items Cronbach's Alpha 
S_1_mean S_1_1, S_1_2, S_1_3, S_1_4, S_1_5r .811 
S_2_mean S_2_1, S_2_2, S_2_3, S_2_4, S_2_5r .897 
S_3_mean S_3_1, S_3_2, S_3_3, S_3_4, S_3_5r .868 
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Figure 5 Mean Items of Customer Satisfaction 
 
4.4.3 The Change of Customer Trust 
Continuous increasing of customer trust can also be noticed in Figure 7. Three new variables 
were created based on the mean of customer trust items (Table 16). 
Table 34 Reliability Test for Mean Items of Customer Trust 
Created 
Items 
Customer Trust Items Cronbach's 
Alpha 
T_1_mean 
T_1_1, T_1_2, T_1_3, T_1_4, T_1_5, T_1_6, T_1_7, 
T_1_8r 
.857 
T_2_mean 
T_2_1, T_2_2, T_2_3, T_2_4, T_2_5, T_2_6, T_2_7, 
T_2_8r 
.896 
T_3_mean 
T_3_1, T_3_2, T_3_3, T_3_4, T_3_5, T_3_6, T_3_7, 
T_3_8r 
.921 
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Figure 6 Mean Items of Customer for Customer Trust 
 
The above three descriptive analyses based on bar charts strongly suggest that customer 
participation behaviours may have positive impacts on customer attitudinal loyalty, 
satisfaction and trust. However, in order to further confirm this deduction, to examine the 
significance and strength of these associations, more sophisticated statistics are required 
(Malhotra, 2010).  
4.5 The Status of Credence Goods 
Before conducting any further analysis, the status of two chosen products as credence goods 
should be confirmed first. If it fails to confirm that, the whole analysis will be meaningless 
since this research is designed to focus on credence goods context.  
Initially, Cronbach's alpha was calculated to examine if the five items, used to measure 
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the credence properties of the goods featuring in the experiment, can be integrated into a new 
credence good factor. Cronbach's alpha is an index of reliability and this method is commonly 
used to evaluate the internal consistency reliability of a set of items for measuring a single 
factor (Cronbach, 1951). However, with the increasing number of items being evaluated, 
Cronbach's alpha may decline (Cortina, 1993). 
Table 35 Reliability Test for Items Used  
to Measure the Credence Properties of the Goods 
 C__1 C__2 C__3 C__4 C__5 
Mean 6.39 4.26 5.46 6.33 5.7 
Cronbach's Alpha 0.52 
Cronbach's Alpha if Item Deleted 0.422 0.401 0.394 0.533 0.547 
 
Table 36 Correlation Matrix for Items Used  
to Measure the Credence Properties of the Goods 
 C__1 C__2 C__3 C__4 C__5 
C__1 1.000 .377 .245 .192 .072 
C__2  1.000 .275 .183 .111 
C__3   1.000 .087 .303 
C__4    1.000 -.040 
C__5     1.000 
As showed in the Table 17, Cronbach's alpha for credence goods is only 0.52, which is less 
than cutpoint 0.7 for sufficient reliability for a lately developed scale (Nunnaly & Bernstein, 
1994). Besides, four of the five items have means larger than 5, while C__2, 'difficult to 
evaluate the quality, even after consuming the product', has a mean 4.26, slightly lower than 
the neutral point. Although item C__4, 'have less information than producer', has a quite high 
mean (6.33), SPSS suggests to remove it and C__5, 'similar answers for anti-ageing and 
suncare creams', to increase the internal consistency and the reliability of the credence goods 
factor. Furthermore, the correlations among these items are very low (Table 18). These 
statistic results indicate that it is not appropriate to treat the five items as a whole since they 
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are showing different perspectives. Actually, these five questions are associated with different 
characteristics of credence goods, which is not necessarily to be met simultaneously on one 
product. Therefore, a new variable C_mean was created as the mean of these five items.  
Generally, the anti-ageing and suncare creams can be viewed as credence goods if value 
of C_mean is greater than 5, the neutral value on a 9-point scale. To confirm this, a 
one-sample Test was conducted towards the C_mean and the testing null hypothesis is that ' 
C_mean is not statistically different from 5'. As Table X shows, under the condition of 95% 
confidence interval, the degree of freedom is 100, t statistic is 4.751, and the p-value is .000, 
less than .05. Hence, the null hypothesis can be rejected, and the value of C_mean can be 
concluded as significantly different from 5. The mean 5.63 further indicates that C_mean is 
significantly greater than 5. Therefore, it can be confirmed that using anti-ageing and suncare 
creams as examples for credence goods is valid.  
Table 37 One-Sample Test for Items Used  
to Measure the Credence Properties of the Goods 
 Mean 
Std. 
Deviation 
Test Value = 5 
t df 
Sig. 
(2-tailed) 
95% Confidence Interval of the 
difference 
Lower Upper 
C_mean 5.63 1.325 4.751 100 .000 .36 .89 
Although the status of credence goods had been confirmed, it was decided to exclude samples 
with the value of C_mean less than 4 in the latter analyses, for if the products are far from 
credence goods in the participants' perspectives, they are out of the scope of this research. 
Consequently, 5, 3, 2 samples from the incompleted questionnaires of Experiment 1, 
Experiment 2, and Experiment 3 were removed respectively.  
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4.6 Experiment 1 Analysis 
In this section, factor analysis, reliability analysis, correlation analysis, hierarchical multiple 
regression, as well as multicollinearity and heteroskedasticity tests will be performed for 
experiment 1.  
4.6.1 Factor analysis 
Factor analysis (FA) can be employed to identify the shared components of items and groups 
of interrelated items, and then help to reduce the number of variables (Malhotra, 2010). 
Considering the total 74 items in this research, reducing items is essential for effective 
regression analysis. Besides, FA can also act as a test of construct validity in the designed 
questionnaire (Rattray & Jones, 2007). 
The types of FA can be classified into exploratory FA and confirmatory FA. Basically, 
confirmatory FA is preferred when the association of items are theoretically sound and the 
issue is to determine if they are coordinated (AmirAlavifar & Mohd, 2012). In this study, 
since many items were newly created and edited, it is more appropriate to conduct exploratory 
FA, which is used to discover the main dimensions to generate a construct and to identify 
underlying structure based on data (Malhotra, 2010). There are two main types of exploratory 
FA, principal components analysis (PCA) and common factor analysis (CFA). Although some 
studies reflect that there is little difference between two methods (Schonemann, 1990), PCA 
was employed in this study as a technique to reduce the number of items. However, Costello 
& Osborne (2005) argue that since PCA does not differentiate shared variance from unique 
variance, like CFA, it may produce inflated values of variance when items are uncorrelated.  
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Initially, Kaiser-Meyer-Okin measure of sampling adequacy (KMO) and Bartlett's Test of 
Sphericity were performed to confirm the suitability of conducting FA for the data. According 
to Field (2009:647), KMO is the ratio of the squared correlation between variables to the 
squared partial correlation between variables. This ratio indicates whether the sample size is 
sufficient for FA. Bartlett's Test performs with a null hypothesis that the original correlation 
matrix is an identity matrix (Field, 2009). It can be used to tell if items are correlated too 
highly or too lowly with other items. Neither situation is suitable for FA.  
Table 38 KMO and Bartlett's Test 
KMO and Bartlett's Test 
Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .823 
Bartlett's Test of Sphericity 
Approx. Chi-Square 1075.476 
df 190 
Sig. .000 
The results of these two tests are showed in Table 20. In terms of KMO, the value 0.823 can 
be viewed as great, as 0.5 is a minimum required value (Kaiser, 1974; Hutcheson & Sofroniou, 
1999). Besides, the significant result of Bartlett's Test (significant value .000) further indicates 
that it is appropriate to conduct FA. Therefore, a FA was performed toward all the items.  
Extraction, which refers to the percentage of variance that has been extracted for each 
item, is the first thing to look at. Generally, the value of extraction should be above 0.5, which 
indicates that more than half of the variance in an item is included in the factor solution 
(Pallant, 2007). Otherwise, an item should be removed since it does not contribute sufficiently 
to the factor solution. As showed in Communalities (Table 21), except T_1_7, all the items 
have extraction values over 0.684. As T_1_7's extraction (0.482) is very close to 0.5, it was 
kept.  
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Table 39 Communalities 
Item 
CP_1_
1 
CP_1_
2 
CP_1_
3 
S_1_
1 
S_1_
2 
S_1_
3 
S_1_
4 
L_1_
1 
L_1_
2 
T_1_
1 
Extracti
on 
0.774 0.778 0.753 0.696 0.786 0.776 0.728 0.7 0.705 0.768 
Item T_1_2 T_1_5 T_1_6 
T_1_
7 
T_1_
8r 
T_1_
3 
T_1_
4 
L_1_
3r 
L_1_
4r 
S_1_
5r 
Extracti
on 
0.71 0.723 0.766 0.482 0.771 0.685 0.811 0.728 0.843 0.894 
 
In addition, a table of Pattern Matrix (Table 22) was generated by SPSS and provides much 
information.  
Table 40 Pattern Matrixa 
 Component 
1 2 3 4 5 6 
T_1_1 .844      
T_1_2 .759      
T_1_3 .689      
T_1_4 .864      
T_1_5 .826      
T_1_6 .720      
T_1_7 .576      
T_1_8r    .862   
CP_1_1  .880     
CP_1_2  .856     
CP_1_3  .825     
S_1_1   -.650    
S_1_2   -.893    
S_1_3   -.803    
S_1_4   -.787    
S_1_5r      .907 
L_1_3r   -.338  .709  
L_1_4r     .913  
L_1_1    .369 .340  
L_1_2   -.455 .594   
In terms of customer trust items, T_1_1 to T_1_7 all load on factor 1. However, T_1_8r has 
almost no association (-0.001) with factor 1. T_1_8 refers to the statement 'the customer 
comments showed on VICHY's website cannot be trusted at times'. There are two possible 
explanations for the distinction of this item. First, it is a reversed-polarity item. Although 
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reversed-polarity items are designed for certain benefits such as checking response 
consistency, they can cause many problems as well (Herche & Engelland, 1996).Parasuraman 
et al. (1991) suggest that reversed items tend to confuse respondents and result in consistently 
higher standard deviations and poor reliability. Devellis (1991) highlights these problems in 
survey research with long questionnaire. Second, T_1_8 is different from other customer trust 
items since it measures customer trust towards the application or service itself, rather than the 
company as a whole, while items T_1_1 to T_1_7 measure the general customer trust towards 
the company. Consequently, T_1_8r was decided to be removed from the FA.  
Besides, all three items of customer participation behaviour are nicely loaded on factor 2.  
In terms of customer satisfaction, S_1_1 to S_1_4 mainly load on factor 3. However, 
another reversed item S_1_5r is far from factor 3 (-.078), but exclusively loads on factor 6 
(.907). S_1_5 refers to the statement 'all things considered, I feel unhappy with this company'. 
The status as a reversed item is believed to be the main reason. Especially S_1_5 is at the end 
of five customer satisfaction questions, many participants may not notice the difference. 
Therefore, S_1_5r was removed from the FA. 
In terms of customer attitudinal loyalty, two positive items (L_1_1 & L_1_2) load on 
factor 4 and two reversed items (L_1_3r & L_1_4r) load on factor 5. Besides, it is noticed that 
L_1_1 has almost same loadings on both factor 4 (0.369) and factor 5 (0.340). The correlation 
(Table 23) further confirms that L_1_2 is particularly different from other three customer 
attitudinal loyalty items. L_1_2 refers to 'I am likely to say positive things about this 
company'. The reason for its distinction was unknown at this stage, but the analyses in 
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Experiment 2 later unmask the possible causes. In order to maintain as many as items, L_1_2 
was decided to be removed. 
Table 41 Pearson Correlation of Customer Attitudinal Loyalty Items 
Correlations 
 L_1_1 L_1_2 L_1_3r L_1_4r 
L_1_1 
Pearson Correlation 1 .509** .418** .502** 
Sig. (2-tailed)  .000 .000 .000 
L_1_2 
Pearson Correlation  1 .350** .208* 
Sig. (2-tailed)   .000 .042 
L_1_3r 
Pearson Correlation   1 .543** 
Sig. (2-tailed)    .000 
L_1_4r 
Pearson Correlation    1 
Sig. (2-tailed)     
**. Correlation is significant at the 0.01 level (2-tailed). 
*. Correlation is significant at the 0.05 level (2-tailed). 
 
Based on the discussion, three items, T_1_8r, S_1_5r and L_1_2 were removed from the FA. 
This action worked extremely well. As showed in Table 24, FA reduces the number of 
suggested factors from 6 to 4, which is the number expected. All the remaining items shows 
considerable extractions and items of customer trust, participation behaviours, satisfaction and 
attitudinal loyalty nicely load on factor 1, factor 2, factor 3 and factor 4 accordingly. 
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Table 42 Pattern Matrixa After Removing Three Items 
 Component 
1 2 3 4 
T_1_4 .852    
T_1_5 .849    
T_1_1 .810    
T_1_2 .789    
T_1_6 .741    
T_1_3 .712    
T_1_7 .613    
CP_1_1  .883   
CP_1_2  .876   
CP_1_3  .813   
S_1_2   -.921  
S_1_3   -.854  
S_1_4   -.806  
S_1_1   -.693  
L_1_4r    .901 
L_1_3r    .662 
L_1_1    .452 
Extraction Method: Principal Component Analysis.  
 Rotation Method: Oblimin with Kaiser Normalization. 
a. Rotation converged in 7 iterations. 
Consequently, four new variables, namely CP, CT, CS and CAL, were created to represent 
four factors recommended (Table 25). 
Table 25 Employed Items for the Future Analysis 
 Employed Items Dropped Items 
CP CP_1_1, CP_1_2, CP_1_3 / 
CT T_1_1 to T_1_7 T_1_8r 
CS S_1_1 to S_1_4 S_1_5r 
CAL L_1_1, L_1_3r, L_1_4r L_1_2 
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4.6.2 Reliability Analysis 
After FA, in order to further confirm the reliability of four new variables, reliability analysis 
was conducted by employing Cronbach's alpha. A summary of the results is provided in Table 
26. As Cronbach's alphas of four variables are all greater than 0.7 and almost every item 
provides considerable contribution to the new variables, the created variables pass the 
reliability test.  
Table 43 Reliability Analysis for Four New Items 
 Cronbach's Alpha  Cronbach's Alpha if Item Deleted 
CT .899 
T_1_1 .879 
T_1_2 .882 
T_1_3 .883 
T_1_4 .879 
T_1_5 .888 
T_1_6 .878 
T_1_7 .902 
CP .841 
CP_1_1 .760 
CP_1_2 .778 
CP_1_3 .796 
CS .882 
S_1_1 .868 
S_1_2 .841 
S_1_3 .828 
S_1_4 .857 
CAL .740 
L_1_1 .704 
L_1_3r .668 
L_1_4r .587 
4.6.3 Correlation Analysis 
After finalizing the representing variables for customer participation behaviour, trust, 
satisfaction and attitudinal loyalty, it is possible to start testing the proposed hypotheses. 
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Pearson's Correlation Coefficient 
 Pearson's correlation coefficient (PCC) was the first calculated. PCC, also denoted as r, 
is a statistical measure of the degree to which variation in one variable is related to variation 
in another, that is the strength of linear association between two variables (Malhotra, 
2010:562). The null hypothesis in the test is 'no relationship between two variables'.  
Table 44 Pearson's Correlation Coefficient Summary 
**. Correlation is significant at the 0.01 level (2-tailed). 
*. Correlation is significant at the 0.05 level (2-tailed). 
Consequently, these null hypotheses are all rejected since the p-value of six associations are 
all less than 0.05. Table 27 is a summary of PPC. According to Cohen (1988)'s interpretation 
guideline of PCC, r = 0.1 í 0.23 is small, r = 0.24 í  LV PHGLXP DQG U   LV ODUJH
association. Besides, the value of PCC ranges from -1 to +1 and positive coefficient 
represents positive relationship. 
As reflected in the table, the proposed positive associations in H1 to H5 are all supported. 
Furthermore, it is noticed that customer trust has stronger relationships with customer 
satisfaction and attitudinal loyalty (both large) than customer participation behaviour (both 
medium), which makes H6 and H7 'customer trust as a mediator' more tenable.  
Partial Correlation Coefficient 
To further examine the mediating effect of customer trust on the relationship between 
Hypotheses Pearson's Correlation Coefficient (r) The Nature Supported 
H1 &3ļ&6 .374** positive Yes 
H2 &3ļ&$/ .350** positive Yes 
H3 &3ļ&7 .250* positive Yes 
H4 &7ļ&6 .511** positive Yes 
H5 &7ļ CAL .436** positive Yes 
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customer participation behaviour and customer satisfaction/attitudinal loyalty, partial 
correlation coefficients were calculated. Partial correlation coefficient can be used to measure 
the association between two variables, when control the effects of one additional variable, 
thus helping to detect spurious relationship or suppressor effects (Malhotra, 2010:562). CT 
was treated as a controlled variable and the results of Partial Correlation (Figure 8).  
 
Through the line chart, it can be clearly observed that correlation coefficients of two 
associations reduce significantly after controlling CT. For example, the strength of the 
association between CP and CS reduces from large to medium. This supports that customer 
trust does have mediating effects. 
Nevertheless, Pearson and partial correlation coefficients only represent the strength of 
the association of two variables, but cannot indicate the actual influence of one variable to 
another. This study is interested in how effectiveness a kind of customer participation 
behaviour can generate customer satisfaction and attitudinal loyalty, and which kind of 
behaviour is more productive in creating these attitudinal outcomes. More importantly, since 
these correlation analyses do not classify variables into dependent and independent variables, 
it cannot reflect a cause-and-effect relationship. Therefore, in order to test the proposed model, 
Without Controling CT Control CT
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Figure 8 The Changes of Correlation Coefficient  
Before & After Controlling CT 
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further analyses are still required.  
4.6.4 Hierarchical Multiple Regression 
In this study, the mediating role of customer trust in the relationship between customer 
participation behaviour and customer satisfaction/attitudinal loyalty can be supported if 
customer trust is found to have stronger and more direct impacts on customer satisfaction and 
attitudinal loyalty than customer participation behaviour. Most importantly, if it can be 
confirmed that the appearance of customer trust in the regression model can significantly 
result in weaker impacts on customer satisfaction and attitudinal loyalty caused by customer 
participation behaviours, the role of customer trust as a mediator can be highly supported. 
Therefore, CT was excluded in the first model run by hierarchical multiple regression, and 
was only included in the second model to investigate the mediating effects created by it.  
Hierarchical Multiple Regression (HMR) is a variant of multiple regression. It can be 
used to examine the relationships between a group of independent variables and a dependent 
variable, when controlling the effects of some other independent variables on that dependent 
variable. Cohen & Cohen (1983) suggest HMR is an effective way to test causal relationships. 
HMR is normally employed to investigate specific theoretically based hypotheses (Cohen, 
2001). More importantly, it can be used to investigate the relative importance of a variable, 
over or above other variables (Petrocelli, 2003). The relative importance of customer trust, 
over or above customer participation behaviour in associating with customer 
satisfaction/attitudinal loyalty is interested. 
However, it is recognised that structural equation model (SEM) may perform a better job 
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to investigate the mediating effects of customer trust and the proposed casual model 
(Malhotra, 2010). While HMR is one of the first generation multivariate technique, SEM is 
the second generation which can evaluate proposed relationships in the model together 
(AmirAlavifar & Mohd, 2012). Nevertheless, considering the availability of required software, 
such as Amos, and the complexity of SEM, it was decided to stick with SPSS and perform 
HMR as an alternative. 
Dummy Variable 
In order to test if gender will influence the proposed relationships, gender variable should be 
included in the HMR. A dummy variable called Genderdummy was created for nominal 
variable gender: 1 represents females and 0 represents males. 
Consequently, two HMRs were performed separately for customer satisfaction as 
dependent variable and customer attitudinal loyalty as dependent variable. 'Enter' method was 
employed and 95% confidence interval was set for both HMRs. 
Customer Satisfaction as Dependent Variable 
The first model only includes Genderdummy and CP two independent variables, while Model 
2 has an additional variable CT. A model summary is provided in the following tables.  
Table 28 Hierarchical Multiple Regression Model Summary 
(Customer Satisfaction as Dependent Variable) 
Mode
l 
R R 
Square 
Adjusted R 
Square 
Std. Error of 
the Estimate 
Change Statistics 
R Square 
Change 
F Change df1 df2 Sig. F 
Change 
1 .377a .142 .123 1.05352 .142 7.684 2 93a .001 
2 .575b .331 .309 .93554 .189 25.935 1 92b .000 
a. Predictors: (Constant), Genderdummy, CP 
b. Predictors: (Constant), Genderdummy, CP, CT 
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Table 45 ANOVA Test Summary 
Model df F Sig. 
1 
Regression 2 7.684 .001b 
Residual 93   
Total 95   
2 
Regression 3 15.141 .000c 
Residual 92   
Total 95   
R2 Change, F Change and its P-value are the most important statistics in HMR (Wampold& 
Freund, 1987). F test can examine the overall adequacy of the estimated model by testing for 
the joint significance of the parameters (Malhotra, 2010:506). R2 refers to the percentage of 
variation in the dependent variable as explained by the independent variables. It can be used 
to measure the strength of the relationship between dependent and independent variables. R2 
Change can be used to evaluate the importance of the variable added in the Model 2, CT in 
this case. In the Table 28, F Change 7.684 and its P-value .001 in Model 1 indicate that the R2 
value .142 is statistically significant. The R2 .142 means 14.2% of the variability in CS can be 
explained by the variability in CP, which is assumed to be not very high. However, after 
adding CT in Model 2, the R2 reaches .331 with a R2 Change .189. R2 Change .189 means 
adding CT enable the model to explain 18.9% more of the variability of CS, thus increasing 
the predictive capacity of the model. The F Change 25.935 and P-value .000 support that the 
null hypothesis 'no improvement after adding CT' can be rejected, and the R2 Change 
achieved in Model 2 is statistically significant. Besides, the F value 15.141 and P-value .000 
in ANOVA table indicate that the R2 .331 in Model 2 is statistically significant. Therefore, it 
can be concluded that customer trust can significantly improve the relationship between 
customer participation behaviour and satisfaction. 
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Additionally, Table 30 reveals the actual effectiveness of customer participation 
behaviours and customer trust on customer satisfaction. 
Table 46 Coefficients Summary 
Model 
Unstandardized 
Coefficients 
Standardized 
Coefficients t Sig. 
Collinearity 
Statistics 
B Std. Error Beta Tolerance VIF 
1 
(Constant) 4.144 .405  10.233 .000  
CP .222 .060 .363 3.698 .000 .956 1.046 
Genderdummy .111 .223 .049 .500 .618 .956 1.046 
2 
(Constant) 1.961 .560  3.504 .001  
CP .150 .055 .245 2.719 .008 .893 1.119 
Genderdummy .171 .198 .075 .864 .390 .953 1.049 
CT .463 .091 .449 5.093 .000 .934 1.070 
First, the t statistics of the variable Genderdummy (.500 & .864) and their P-values (.618 
& .390) in the two models indicate that the null hypothesis 'no association between 
Genderdummy and CS' should be kept. That is to say, gender has no relationship with CP. 
Second, the t statistics and P-values of CP in the two models confirm that CP is significantly 
related to CS. Similarly, CT (t=5.093, Sig.=.000) is also found to be a statistically significant 
predictor of CS in Model 2. Third, the beta value of CP is .222 in Model 1 and .150 in Model 
2. As both the two values are positive, it again confirms that customer participation behaviour 
is positively associated with customer satisfaction (H1). Similarly, CT's beta value .463 
indicates that customer trust is positively associated with customer satisfaction (H4), as one 
unit increasing in customer trust will result in .463 unit increasing in customer satisfaction. 
Furthermore, it is found that the beta value of CP reduces significantly (from .222 to .150) 
after adding CT, and the beta value of CT is much larger than that of CP. Therefore, the 
mediating effects of customer trust can be confirmed and the hypothesis H6 can be proved that 
'Customer trust is a mediator of the relationship between customer participation behaviour and 
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customer satisfaction' 
In order to check the effectiveness of the results generated by HMR, tests for 
multicollinearity and heteroskedasticity problems are required.  
Multicollinearity Test 
Multicollinearity refers to the situation in HMR when several variables are highly 
correlated, thus moving together in a systematic way. If it happens, it would be difficult to 
separate the effects of CP and CT on CS, thus resulting in insufficient information to estimate 
VHSDUDWHHIIHFWV7KHYDULDQFHLQÀDWLRQIDFWRU9,)DQGWKH7ROHUDQFH9,)FDQH[SUHVVWKH
amount of the variability of one independent variable that is not explained by the other 
independent variables. Generally, the HMR is multicollinearity problem free if VIF <3 and 
WROHUDQFH$VDOOWKHYDOXHVRI9,)DUHEHORZDQGDOOWKHYDOXHVRIWROHUDQFHDUHDERYH
0.33, it can be concluded that there is no problem associated with multicollinearity (Table 30). 
Heteroskedasticity Test 
Heteroskedasticity exists when the variances for all residuals are not same. This situation 
is against with one of the assumptions of the HMR employed in this study: the variance of 
residual is constant. If heteroskedasticity exists, many statistics produced by HMR may be 
misleading. SPSS can produce a scatterplot to indicate the relationship between residuals and 
dependent variable CS. If they seemed to be related in the graph, then the heteroskedasticity 
problem may exist and further confirmation tests should be performed. In Figure X, the 
regression line is very flat. Therefore, it can be concluded that the model is homoskedasticity, 
i.e. no heteroskedasticity problem.  
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Figure 7 Scatterplot for detecting Heteroskedasticity 
 
 
Customer Attitudinal Loyalty as Dependent Variable 
Similar to the HMR with customer satisfaction as dependent variable, a HMR with 
customer attitudinal loyalty as dependent variable was conducted. A model summary is 
provided in the following tables. 
Table 47 Hierarchical Multiple Regression Model Summary  
(Customer Attitudinal Loyalty as Dependent Variable) 
  
Model R R 
Square 
Adjusted R 
Square 
Std. Error of the 
Estimate 
Change Statistics   
R Square 
Change 
F 
Change 
df1 df2 Sig. F 
Change 
1 .353a .125 .106 1.22744 .125 6.627 2 93a .002 
2 .503b .253 .229 1.14018 .128 15.779 1 92b .000 
 
 
 
 89 
 
Table 48 ANOVA Test Summary 
Model df F Sig. 
1 
Regression 2 6.627 .002b 
Residual 93   
Total 95   
2 
Regression 3 10.380 .000c 
Residual 92   
Total 95   
In the Table 32, F Change 6.627 and its P-value .002 in Model 1 indicate that the R2 
value .125 is statistically significant. After adding CT in Model 2, the R2 reaches .253 with a 
R2 Change .128, which suggests that considerable improvements of predictive capacity have 
been made by CT. The F Change 15.779 and P-value .000 support that the null hypothesis 'no 
improvement after adding CT' can be rejected, and the R2 Change achieved in Model 2 is 
statistically significant. Besides, the F value 10.380 and P-value .000 in ANOVA table 
indicate that the R2 .253 in Model 2 is statistically significant. Therefore, it can be concluded 
that customer trust can significantly improve the relationship between customer participation 
behaviour and attitudinal loyalty.  
Table 49 Coefficients Summary   
Model Unstandardized 
Coefficients 
Standardized 
Coefficients 
t Sig. Collinearity 
Statistics 
B Std. Error Beta Tolerance VIF 
1 
(Constant) 4.190 .472  8.881 .000   
CP .254 .070 .360 3.628 .000 .956 1.046 
Genderdummy -.120 .260 -.046 -.461 .646 .956 1.046 
2 
(Constant) 2.115 .682  3.101 .003   
CP .185 .067 .263 2.756 .007 .893 1.119 
Genderdummy -.063 .242 -.024 -.260 .796 .953 1.049 
CT .441 .111 .370 3.972 .000 .934 1.070 
In Table 33, similar to the results of previous HRM, gender is found not significantly related 
to attitudinal loyalty, but customer participation behaviour and customer trust are statistically 
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and positively associated with attitudinal loyalty. The decline of CP's beta (from .254 to .185) 
after adding CT and larger beta value of CT (.441) are also noticed. Hence, hypothesis H7 is 
supported that 'Customer trust is a mediator of the relationship between customer participation 
behaviour and attitudinal loyalty'.  
In addition, the values of tolerance and VIF in Table 33 show that there is no 
multicollinearity problem. Besides, the scatterplot indicates no heteroskedasticity problem.  
4.7 Experiment 2 Analysis 
The approaches and techniques employed in Experiment 2 are similar to those methods used 
in Experiment 1. And seven hypotheses are also strongly supported by the results of 
Experiment 2.  
4.7.1 Factor analysis 
The appropriateness of FA was first confirmed by taking KMO and Bartlett's Tests. Two 
reversed items T_2_8r and S_2_5r are found to have encountered the same problem in 
Experiment 1. As they are far from their item groups, and especially T_2_8r only has .364 
extraction, T_2_8r and S_2_5r were decided to be removed in FA.  
After that, the new FA has sufficient extraction in each item and proposes four factors 
(Table 34). 
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Table 50 Pattern Matrix 
 Component 
1 2 3 4 
T_2_5 .871    
T_2_4 .855    
T_2_1 .827    
T_2_2 .783    
T_2_3 .749    
T_2_7 .747    
T_2_6 .709    
CP_2_2  .901   
CP_2_1  .826   
CP_2_3  .732   
L_2_4r   .883  
L_2_3r   .843  
CP_2_4    -.843 
S_2_4    -.819 
S_2_3    -.813 
S_2_1    -.741 
S_2_2    -.662 
L_2_2    -.578 
L_2_1    -.558 
Extraction Method: Principal Component Analysis.  
 Rotation Method: Oblimin with Kaiser Normalization. 
a. Rotation converged in 11 iterations. 
Many problems are discovered at this stage. First, it is noticed that two customer attitudinal 
items (L_2_1 & L_2_2) are always mixed with customer satisfaction items in FA. 
Considering CS and CAL will be located in different HMRs, and theoretically customer 
satisfaction and attitudinal loyalty are closely related, it is more appropriate to do FA with CS 
and CAL separately. Second, CP_2_4 does not load together with the rest customer 
participation behaviour items. CP_2_4 refers to the statement 'after completing the diagnosis, 
I carefully read the personal skincare advices and products recommended'. As showed in 
Table 35, the mean and standard deviation of CP_2_4 are much lower than other three 
participation behaviour items. One way to explain this phenomenon is that, although the task 
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instruction mentioned that these advices are provided by the company, 'reading these advices 
and products recommended' was not explicitly required. Most participants tried to finish the 
questionnaire as soon as possible thus did not spend time on such a voluntary task. It is 
believed that in the reality, if a customer is self-motivated to do a skin diagnosis, he/she will 
be more likely to read these advices. It was decided to remove CP_2_4 from FA, but keep it to 
form a CP variable if that CP variable can pass the scale reality analysis.  
Table 51 Basic Statistics of Four Customer Participation Behaviour Items 
 CP_2_1 CP_2_2 CP_2_3 CP_2_4 
Mean 6.42 6.47 6.42 6.04 
Median 7.00 7.00 7.00 6.00 
Std. Deviation 2.460 2.102 2.111 2.097 
Based on these considerations, CP_2_4 was removed and two FA were conducted with 
customer attitudinal loyalty items and satisfaction items separately. In the FA with attitudinal 
loyalty items, each item has sufficient extraction and four factors are suggested (Table 36). 
Table 52 Pattern Matrix After Removing Customer Satisfaction Items 
 Component 
1 2 3 4 
T_2_6 .945    
T_2_4 .940    
T_2_3 .932    
T_2_2 .864    
T_2_5 .767    
T_2_1 .669    
CP_2_2  .968   
CP_2_3  .849   
CP_2_1  .788   
L_2_3r   .881  
L_2_4r   .830  
L_2_2    -.683 
L_2_1    -.665 
T_2_7 .444   -.452 
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In terms of customer trust, T_2_1 to T_2_6 nicely load on factor 1. However, T_2_7 has more 
loadings on factor 4 than on factor 1. The mean of T_2_7 is much lower than the rest 
customer participation behaviour items (Table 37). T_2_7 refers to 'I believe this company is 
predictable'. The most possible reason is that many participants did not understand what the 
'predictable' means in this experiment. This inference can be supported by the fact that the 
percentage of neutral answer (scale=5) is much higher in T_2_7 than other items (Figure 10). 
Nevertheless, the difference between T_2_7's loading on factor 1 (.444) and factor 4 (-.452) is 
minor. Hence, T_2_7 can still be integrated if the new CP variable can pass the reliability test. 
Table 53 Basic Statistics of Four Customer Trust Items 
 T_2_1 T_2_2 T_2_3 T_2_4 T_2_5 T_2_6 T_2_7 
Mean 6.13 6.24 6.23 6.35 6.26 6.11 5.81 
Std. Deviation 1.604 1.542 1.752 1.602 1.506 1.650 1.571 
 
In terms of customer participation behaviour, all the three remaining items are on factor 2. 
In terms of customer attitudinal loyalty, L_2_3r and L_2_4r load on factor 3, and L_2_1 
and L_2_2 load on factor 4. The correlation analysis (Table 38) further confirms that L_2_3r 
and L_2_4r are distinctive from L_2_1 and L_2_2. Therefore, the problem left is to keep both 
factor 3 (L_2_3r &L_2_4r) and factor 4 (L_2_1 and L_2_2), or only keep one of them and 
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Figure 10 Percentage of Neutral Answer (scale=5)  
in Customer Trust Items 
 94 
 
use single-factor for customer attitudinal loyalty.  
Table 38 Correlations Analysis for Customer Attitudinal Loyalty Items 
 L_2_3r L_2_4r L_2_1 L_2_2 
L_2_3r 
Pearson Correlation 1 .538** .176 .151 
Sig. (2-tailed)  .000 .109 .169 
L_2_4r 
Pearson Correlation  1 .267* .326** 
Sig. (2-tailed)   .014 .003 
L_2_1 
Pearson Correlation   1 .751** 
Sig. (2-tailed)    .000 
L_2_2 
Pearson Correlation    1 
Sig. (2-tailed)     
**. Correlation is significant at the 0.01 level (2-tailed). 
*. Correlation is significant at the 0.05 level (2-tailed). 
Consequently, factor 4 (L_2_1 & L_2_2), instead of factor 3 (L_2_3r &L_2_4r), was 
employed to create a new CAL variable for reasons. First, L_2_3r &L_2_4r are reversed 
statements, which tend to have many problems as discussed before. Second, as the Figure 11 
shows, L_2_3r &L_2_4r have higher percentage of neutral answers (scale=5), which 
FRQWULEXWHOHVVWRWKHYDOXHRIWKHUHVHDUFK7KLUGIDFWRUĮ VKRZVKLJKHUUHOLDELOLW\
OHYHORIIDFWRUĮ  
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Apart from the FA with CAL, a FA with CS was also conducted. In this FA, items of customer 
trust, customer participation behaviour and customer satisfaction have sufficient extraction 
and nicely load on three factors respectively. 
4.7.2 Reliability analysis 
All the remaining items have Cronbach's Alpha over .7 thus pass the reliability analysis (Table 
39). 
Table 54 Reliability Analysis for Four New Items 
 Cronbach's Alpha  
Cronbach's Alpha if Item 
Deleted 
CT .940 
T_2_1 .937 
T_2_2 .925 
T_2_3 .923 
T_2_4 .924 
T_2_5 .929 
T_2_6 .929 
T_2_7 .946 
CP .833 
CP_2_1 .807 
CP_2_2 .723 
CP_2_3 .746 
CP_2_4 .866 
CS .926 
S_2_1 .905 
S_2_2 .903 
S_2_3 .896 
S_2_4 .910 
CAL .856 
L_2_1 / 
L_2_2 / 
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Consequently, four new variables were created (Table 40). 
Table 55 Employed Items for the Future Analysis 
 Employed Items Dropped Items 
CP CP_2_1 to CP_2_4 / 
CT T_2_1 to T_2_7 T_2_8r 
CS S_2_1 to S_2_4 S_2_5r 
CAL L_2_1 and L_2_2 L_2_3r, L_2_4r 
 
4.7.3 Correlation Analysis 
Pearson's correlation coefficient and Partial Correlation Coefficient were calculated in the 
same way as in Experiment 1. 
Table 56 Pearson's Correlation Coefficient Summary 
Hypotheses Pearson's Correlation Coefficient (r) The Nature Supported 
H1 &3ļ&6 .659** positive Yes 
H2 &3ļ&$/ .606** positive Yes 
H3 &3ļ&7 .511** positive Yes 
H4 &7ļ&6 .719** positive Yes 
H5 &7ļ&$/ .705** positive Yes 
**. Correlation is significant at the 0.01 level (2-tailed). 
Table 41 indicates that all the positive associations proposed in H1 to H5 were confirmed and 
they are much stronger than those in the Experiment 1. Besides, customer trust still represents 
stronger associations with customer satisfaction/ attitudinal loyalty than customer 
participation behaviours. 
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The mediating effect of customer trust in the customer participation behaviour-satisfaction 
relationship and customer participation behaviour-attitudinal loyalty relationship can be 
reflected and supported by Figure 12.  
4.7.4 Hierarchical Multiple Regression 
Dummy Variable 
Except for a dummy variable for gender, another dummy variable was created for item 
CP_2_N. Item CP_2_N is 'which skincare diagnosis test did you take?'. Three options are 
available, which are 'the one for anti-ageing', 'the one for suncare' and 'both'. It is assumed that 
DSDUWLFLSDQW¶VFKRLFHRI
Eoth' shows a greater level of customer participation behavior, which 
may result in higher attitude level. Hence, a dummy variable called CP_2_dummy was 
created with 1 for the third option, and 0 for the rest.  
Customer Satisfaction as Dependent Variable 
Based on the model summary, adding CT can bring R2 change .202 and let independent 
variables in the model explain 63.7% of the variability in CS in a statistically significant way. 
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Before & After Controlling CT 
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As that is a great improvement of model predictive capability, it can be confirmed that 
customer trust can significantly improve the customer participation behaviour-satisfaction 
relationship. 
Besides, Table 42 shows that both Genderdummy (Sig.=.821, t=.227) and CP_2_dummy 
(Sig.=.833, t=-.211) are not significantly related to customer satisfaction. Customer 
participation behaviour and customer trust are still statistically significant predictors of 
customer satisfaction. More importantly, the beta of CP decreases from .551 to .343 after 
adding CT variable, which confirms that the hypothesis H6, i.e. 'customer trust is a mediator of 
the customer participation behaviour-satisfaction relationship'.   
Table 57 Coefficients Summary   
Model Unstandardized 
Coefficients 
Standardized 
Coefficients 
t Sig. Collinearity 
Statistics 
B Std. Error Beta Tolerance VIF 
1 
(Constant) 2.717 .468  5.812 .000   
CP .551 .076 .661 7.277 .000 .856 1.169 
Genderdummy .060 .263 .020 .227 .821 .924 1.083 
CP_2_dummy -.060 .284 -.019 -.211 .833 .872 1.147 
2 
(Constant) .576 .496  1.160 .250   
CP .343 .069 .411 4.996 .000 .677 1.477 
Genderdummy .049 .212 .016 .231 .818 .924 1.083 
CP_2_dummy -.234 .230 -.074 -1.018 .312 .860 1.162 
CT .572 .086 .526 6.634 .000 .729 1.372 
Finally, the values of tolerance, VIF in Table 42 and scatterplot  that there are no problems 
associated with multicollinearity and heteroskedasticity.  
Customer Attitudinal Loyalty as Dependent Variable 
In this HMR, R2 change is .215, and with CT the model can explain 58.3% variability in CAL 
in a statistically significant way. Similar as before, both Gender and CP_2_N are found to 
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have no relationship with the dependent variable, while customer participation behaviour and 
trust are significant predictors of attitudinal loyalty. CT has a very high beta value .620. With 
the appearance of CT, the bate value of CP reduces from .536 to .310. Therefore, customer 
trust's role as a significant mediator (H7) can be confirmed. Finally, no multicollinearity and 
heteroskedasticity problems are found.  
4.8 Experiment 3 Analysis 
The analysis approaches in Experiment 3 are similar to those in the first two experimentsthe 
majority of the problems encountered in this section have been addressed in the previous 
analyses. 
4.8.1 Factor analysis 
The FA of experiment 3 has experienced almost the same problems encountered in 
Experiment 1 and 2. Hence, similar actions were conducted. First, T_3_8r and S_3_5r were 
removed due to the problems of reversed items. Second, two FA analyses were conducted 
separately for CS and CAL since they tend to load on the same factor. Third, the distinction 
between L_3_1& L_3_2 and L_3_3r& L_3_4r was noticed as well. The factor with items 
L_3_1& L_3_2 was chosen. However, since L_3_4r's loadings on two factors are very similar 
(.551 and -.542), it was decided to only exclude L_3_3r from the FA. Consequently, four new 
variables were created (Table 43). 
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Table 58 Employed Items for the Future Analysis  
 Employed Items Dropped Items 
CP CP_3_1 to CP_3_3 / 
CT T_3_1 to T_3_7 T_3_8r 
CS S_3_1 to S_3_4 S_3_5r 
CAL L_3_1, L_3_2, L_3_4r L_3_3r 
4.8.2 Reliability analysis 
As the Cronbach's Alphas of the remaining items are all above 0.8, all the remaining items 
pass the reliability test.  
4.8.3 Correlation Analysis 
The results of Pearson's correlation coefficient and Partial Correlation Coefficient are 
summarised in Table 45 and Figure 13. 
Table 45 Pearson's Correlation Coefficient Summary 
Hypotheses Pearson's correlation coefficient 
(r) 
The Nature Supported 
H1 &3ļ&6 .648** positive Yes 
H2 &3ļ&$/ .519** positive Yes 
H3 &3ļ&7 .559** positive Yes 
H4 &7ļ&6 .800** positive Yes 
H5 &7ļ&$/ .699** positive Yes 
**. Correlation is significant at the 0.01 level (2-tailed). 
As shown above, the positive associations among CT, CP, CS and CAL were very strong, 
especially the association between CT and CS reaches 0.8, which confirmed the proposed five 
hypotheses. In addition, consistent with the findings before, CT shows stronger relationships 
with CS/CAL than CP.  
A similar line chart was created for the changes of correlation coefficient. Noticeable 
difference can be found by comparing this figure with another two figures created in 
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Experiment 1 and 2. It seems that the line here is more sloping, which indicates that the 
mediating effects of customer trust on the association of customer participation behaviour and 
customer satisfaction/attitudinal loyalty becomes greater after each experiment.  
 
4.8.4 Hierarchical Multiple Regression 
Same as before, two HMRs were conducted for customer satisfaction as dependent variable 
and customer attitudinal loyalty as dependent variable separately.  
Many key results are summarised below. Basically, both of the two HMRs had no 
problems with multicollinearity and heteroskedasticity, and effectively confirm the proposed 
hypotheses like many HMRs did in Experiment 1 and 2. In HMR with CS, CT increases R2 
by .255, which enables independent variables to explain 70.4% of the variability in CS in a 
statistically significant way. In HMR, CT increased R2 by .228, resulting in R2=0.529 in the 
model. In terms of the beta value, CP's beta reduces from .417 to .189 after having CT in the 
Model for CS and in the Model for CAL CP's beta declines from .373 to .157 because of CT. 
Additionally, gender, the CP_3_ N, is proved to have no relationship with neither CS nor 
CAL.  
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Figure 13 The Changes of Correlation Coefficient  
Before & After Controlling CT 
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4.9 Summary 
4.9.1 Regression Equations 
Based on the beta values generated by HRMs in the three experiments, six regression 
equations can be created.  
Table 46 Regression Equations 
           
4.9.2 Proposed Theoretical Model 
All hypotheses and the proposed theoretical model are confirmed (Table 47 and Figure 14). 
Pearson's correlation coefficients are used to show the strength of these relationships. 
Table 47 Hypothesis Summary 
Hypothesis 1 
Customer participation behaviour is positively associated with 
customer satisfaction. 
Supported 
Hypothesis 2 
Customer participation behaviour is positively associated with 
customer attitudinal loyalty. 
Supported 
Hypothesis 3 
Customer participation behaviour is positively associated with 
customer trust. 
Supported 
Hypothesis 4 
Customer trust is positively associated with customer 
satisfaction. 
Supported 
Hypothesis 5 
Customer trust is positively associated with customer attitudinal 
loyalty 
Supported 
Hypothesis 6 
Customer trust is a mediator of the relationship between 
customer participation behaviour and customer satisfaction. 
Supported 
Hypothesis 7 
Customer trust is a mediator of the relationship between 
customer participation behaviour and customer attitudinal 
loyalty. 
Supported 
 
 ?CS= 1.961 + 0.150 CP + 0.463 CT 
 ?CAL=2.115 + 0.185 CP + 0.441 CT Experiment 1 
 ?CS= 0.576 + 0.343 CP + 0.572 CT 
 ?CAL=0.609 + 0.310 CP + 0.620 CT Experiment 2 
 ?CS= 1.277 + 0.189 CP + 0.605 CT 
 ?CAL=1.752 + 0.157 CP + 0.572 CT Experiment 3 
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Figure 14 Analysis Results for the Proposed Theoretical Model 
 
 
Finally, three line charts 'The Changes of Partial Correlation Coefficient Before and After 
Controlling CT' are combined and summarised in the Figure 15. It can be clearly noticed that 
the lines are more sloping after each experiment. That is to say, the mediating effects of 
customer trust became stronger after each experiment.  
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Figure 15 A Summary for the Changes of Correlation Coefficient  
Before & After Controlling CT 
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5.1 Introduction 
This chapter will first discuss the empirical findings by referring back to the five research 
questions and extant literature. Then theoretical and managerial implications as well as study 
limitations will be provided. Finally, the conclusion for the whole dissertation and several 
recommendations for future research will be summarised. 
5.2 Empirical Findings 
Five specific research questions will be answered by the supported hypotheses generated from 
Analysis and Results Chapter and the extant literature. Then some additional findings 
emerged from analysis process will be mentioned. 
5.2.1 Six Research Questions and Proposed Hypotheses 
Research 
Question 1 
How effective can customer participation behaviours on 
company official website generate positive customer 
satisfaction? 
Answered 
Hypothesis 1 
Customer participation behaviour is positively associated with 
customer satisfaction. 
Supported 
The first research question can be answered by the supported hypothesis 1: customer 
participation behaviours can effectively generate significant and positive impacts on customer 
satisfaction. The three chosen forms of behaviours on company official websites belong to the 
information seeking and information sharing dimensions of customer participation behaviour. 
Consistent with the finding of this research, the positive association between customer satisfaction and 
these two dimensions has been proposed by many other scholars, such as Morrison (1993), 
Lovelock & Young (1977), Bowers & Martin (2007) and Kellogg et al. (1997). However, 
none of them have investigated this relationship in an online context, not even mentioning the 
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official websites for a company. Therefore, this research confirmed the positive relationship 
between customer participation behaviour and customer satisfaction in a new context.  
Research 
Question 2 
How effective can customer participation behaviours on 
company official website generate positive customer attitudinal 
loyalty? 
Answered 
Hypothesis 2 
Customer participation behaviour is positively associated with 
customer attitudinal loyalty. 
Supported 
Similarly, the second research question can be answered by hypothesis 2, which supports that 
customer participation behaviours on company official websites can effectively generate 
positive customer attitudinal loyalty. According to the results, customer participation 
behaviours are positively associated with all the three dimensions of customer attitudinal 
loyalty summarised by Akbar & Parvez (2009), namely purchase, word-of-month and 
resistance to switch intentions. Besides, as Kelly et al. (1990) explained, customer 
participation behaviours can help customers to gain better understanding of the goals and 
values of a company, which may produce a higher level of customer attitudinal loyalty 
towards this company. This point is highly supported by this research. It was noticed that 
numbers of participants were not familiar with the VICHY in the beginning, but their 
customer attitudinal loyalty level increased dramatically after conducting the first experiment.  
Research 
Question 3 
Which forms of customer participation behaviour are most 
productive in creating positive customer attitudinal outcomes? 
Answered 
To answer research question 3, three different forms of online customer participation 
behaviours which are believed to be highly relevant to credence goods context were evaluated. Based 
on the regression equations, the relative effectiveness of these behaviours towards customer 
attitudinal outcomes can be ranked as follows: 
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The ranking of the effectiveness of customer participation behaviour towards customer 
satisfaction: 
 
 
 
 
The ranking of the effectiveness of customer participation behaviour towards customer 
attitudinal loyalty: 
 
 
Generally, all the three customer participative applications provided by VICHY on its official 
website are very productive. Among them, the 'smart product-finder with problem diagnosis 
function' application is the most effective method to generate both customer satisfaction and 
attitudinal loyalty. The smart product-finder with problem diagnosis function has not attracted 
many empirical studies so far, but it is an approach or online application that is highly 
UHFRPPHQGHGIRUFUHGHQFHJRRGV¶FRPSDQ\LQWKLVUHVHDUFK%HVLGHVLWKDVEHHQZLGHO\GLVFXVVHG
whether customers should be allowed to review and leave comments on the company official 
websites. For example, Outing (2005) believed that it is the easiest way to increase interactions 
with customers. Although there are many analytical tools available that can help to track 
customers when they participate on the websites, it is still difficult to learn about their attitudes. 
Creating a platform for customers to communicate their feelings may also be particularly 
beneficial for customers of credence goods who perceive it difficult to obtain prepurchase 
information (Mitra et al. 1999). However, as Bolton & Saxena-Iyer (2009) pointed out, there 
is 'dark side' of customer participation behaviour. If a company receives too many negative 
comments on its official website, its brand, reputation as well as sales will be affected. 
Nevertheless, Grossman (1981) argued that in credence goods market, high-quality sellers 
Reviewing other 
customers' comments > > 
Watching product 
demonstrating 
Using smart product-finder 
with problem diagnosis 
Reviewing other 
customers' comments 
Watching product 
demonstrating 
Using smart product-finder 
with problem diagnosis > > 
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have the incentives to disclose more product-related information. As dialogue, access and 
transparency are three building blocks for successful interactions for value co-creation 
(Prahalad and Ramaswamy, 2004), it is still highly recommended that companies allow 
customers to leave and review comments on their official website. 
Research 
Question 4 
What factor can significantly mediate the relationship between 
customer participation behaviour and customer attitudinal 
outcomes? 
Answered 
Hypothesis 3 
Customer participation behaviour is positively associated with 
customer trust. 
Supported 
Hypothesis 4 
Customer trust is positively associated with customer 
satisfaction. 
Supported 
Hypothesis 5 
Customer trust is positively associated with customer 
attitudinal loyalty. 
Supported 
Hypothesis 6 
Customer trust is a mediator of the relationship between 
customer participation behaviour and customer satisfaction. 
Supported 
Hypothesis 7 
Customer trust is a mediator of the relationship between 
customer participation behaviour and customer attitudinal 
loyalty. 
Supported 
 
Research question 4 can be answered by hypothesis 3 to 7. This study abandoned a widely accepted 
mediator service quality, but initially employed customer trust as a mediator in the relationship 
between customer participation behaviour and customer satisfaction/attitudinal loyalty for 
credence goods context, and confirmed its role effectiveness with significant statistic results. 
While most researches only regard customer trust as a significant antecedent of customer 
participation behaviours (Lovelock & Young, 1979; Becerra & Korgaonkar, 2011; Gefen, 
2000; Gefen et al., 2003; Blau, 1964), this research not only strongly supports this new 
mediating role of customer trust, but also further suggests that the mediating effects of 
customer trust will become stronger with the increasing customer participation behaviours. 
That is to say, the importance and the effectiveness of customer trust may increase when a 
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customer performs more participation behaviours. On the other hand, if any trust-damaging 
events happened, the negative influences will be much more serious on customers who 
conduct more customer participation behaviours. Therefore, although stimulating customer 
participation behaviours can bring benefits such as increasing customer satisfaction and 
customer attitudinal loyalty, it may potentially make the companies of credence goods 
become more vulnerable to any trust-damage events.  
Besides, without considering the incremental effects on customer satisfaction and 
attitudinal loyalty, customer trust in the behaviour 'watching product demonstrating videos' 
tends to create the highest satisfaction level and customer trust in behaviour ' Using smart 
product-finder with problem diagnosis function' creates the highest attitudinal loyalty level.  
Research 
Question 5 
For tangible credence goods, what's the answer for the last 
four questions? 
Answered 
Since the majority of customer participation behaviour literature on the credence goods qualities is 
interested in the intangible services rather than tangible goods (e.g. Dellande et al., 2004; Cermak 
et al., 1994; Kelley et al., 1992; Auh et al., 2007), this study attempted to address this gap and 
investigate the customer participation behaviours towards tangible credence goods. The status 
of two chosen products anti-ageing cream and suncare creams, as credence goods have been 
confirmed with statistical analysis. However, it was noticed that most participants agree that they 
perceive evaluation difficulty before purchase and information asymmetry, they generally evaluate 
products based on price, whereas more than half of the participants slightly disagree with one of the 
characteristics of credence goods, i.e. 'difficult to evaluate even after consuming the product'. This 
phenomenon may indicate that although overall anti-ageing and suncare creams can be regard as 
credence goods, they may not be typical enough. Experience qualities may take considerable 
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proportions in these two products. Hence, they may be located at point A in Zeithaml (1981)'s 
continuum (Figure 16). 
 
Besides, it is important to recognize that credence goods may evolve to be search or 
experience goods in the long-run (Hoontrakul, 2004). With the development of Internet, 
information asymmetry may be alleviated gradually. 
5.2.2 Additional Findings 
First, throughout the three experiments, the items measuring customer trust towards the online 
applications or service were all found significantly different from the items measuring the 
global customer trust towards the company. This finding is consistent with Becerra 
&Korgaonkar (2011)'s classification of trust beliefs: product trust beliefs are different from 
brand trust beliefs and vendor trust beliefs. It was observed that even though participants have 
low level of trust in the three applications on a company website, they still tend to have a higher 
level of trust in the company. To some extent, this finding suggests that companies be confident and 
brave enough to adopt new technologies or applications on their official websites because the less trust 
in the immature technologies or services may not undermine customer trust in the companies.  
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Additionally, as pointed out before, a considerable high correlation of customer satisfaction 
items and customer attitudinal loyalty items was noticed during the last two factor analyses. 
This observation is supported by numerous researches which confirm the positive association 
between customer satisfaction and attitudinal loyalty (e.g. Ennew& Binks, 1999; Akbar & 
Parvez, 2009; Anderson & Sullivan, 1993; Bitner, 1995; Hackl et al., 2000). Given this fact, 
customer participation behaviour that can generate a high level of customer satisfaction may also 
be an effective producer of customer attitudinal loyalty, and vice versa. For example, although the 
result showed that 'Using smart product-finder with problem diagnosis function' is more effective 
for creating customer satisfaction than customer attitudinal loyalty, its prominent impacts on 
satisfaction may further result in increasing customer attitudinal loyalty, which has not been 
indicated by the regression equation.  
5.3 Theoretical Implications 
Since the proposed theoretical model has been tested and verified by three different 
experiments in this study, it demonstrates great reliability and credibility. Therefore, this 
theoretical model can be employed for other similar researches. For example, it can be used to 
investigate the effectiveness of instant messaging on the official websites of vitamin 
supplements companies . 
Furthermore, the initial rationale of considering customer trust as a mediator in this study 
was to match the online and credence goods contexts. Since the mediating role of customer 
trust in the relationship between customer participation behaviour and customer 
satisfaction/attitudinal loyalty has been confirmed in this study, it is reasonable to infer that 
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customer trust may also be a significant mediator for the effectiveness of many other 
customer online behaviours towards credence goods. For example, when researchers 
investigate the effectiveness of customer citizenship behaviour, a voluntary, discretionary 
extra-role behaviour (Groth, 2005) towards credence goods, they can try employing customer 
trust as a mediator to form a theoretical model. 
5.4 Managerial Implications 
Various managerial implications emerge from this research.  
First, those well-known brands and high-quality sellers of credence goods should have 
confidence in developing their FRPSDQ\¶V official websites and adopting various novel applications. On 
these websites, companies have incentives to actively disclose product-related information, encourage 
customers to communicate by reviewing and leaving comments and stimulate various customer 
participation behaviours. This is believed to be not only an effective alternative of providing 
warranty for credence goods, but also an effective approach to create customer satisfaction 
and attitudinal loyalty, which are very likely to generate higher sales volume.  
Second, smart product-finder with problem diagnosis function is an application that 
credence goods companies should try if the problems can be diagnosed relatively easily. The 
study shows that this is the most effective approach that can help companies to create 
customer satisfaction and attitudinal loyalty. This application can be applied to many 
industries. For example, companies who produce vitamin supplements can design a similar 
smart product-finder with problem diagnosis function. The information such as health 
condition, age, gender and any specific problems can be collected through problem diagnosis 
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for effective product recommendation. However, it should be noticed that the quality of the 
applications is also important. By comparing the smart product-finders on VICHY's Chinese 
and UK websites, clear difference had been noticed thus it is very important to make sure 
these applications are vivid and user-friendly. The qualities of websites are directly related to 
customer satisfaction and attitudinal loyalty (Holland & Baker). Therefore, considerable 
investment on the quality of the application is recommended.  
Finally, credence goods companies should recognise that trust crisis may become fatal if 
intensive customer participation behaviours have been facilitated. Customer trust is a 
double-edged sword, which can create significant customer satisfaction and attitudinal loyalty, 
but also put the company or the brand into a vulnerable position. Hence, companies should be 
well prepared for any trust-damaging events and a functional public relations (PR) department 
is highly required.  
5.5 Study Limitations 
The veracity and contributions of this research should be evaluated in light of several study 
limitations.  
Inconsistency Construct Measurements 
In order to verify the reliability of many newly developed items in different experiments, 
separate factor analyses were conducted for each experiment. Consequently, customer 
attitudinal loyalty was measured by different items in the three experiments. Theoretically, the 
results are not comparable when the analyses employ different measurements for the same construct. 
Hence, the inconsistency adds some weakness to the research findings.  
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Neglect the Incremental Effects 
Because three experiments in this study were conducted separately in a sequential way, 
incremental effects may potentially exist on customer satisfaction, trust and attitudinal loyalty. 
However, as these effects are hard to measure accurately, all the possible incremental effects 
were ignored in the analyses. 
Small Sample Size 
Although in Methodology Chapter various approaches to determine sample size had been 
discussed and it was recognised that 200-370 samples are most preferred, the actual sample 
size is much smaller. After data cleaning and the test for the status of credence goods, only 96 
samples were left for Experiment 1, 84 for Experiment 2 and 77 samples for Experiment 3. 
Although these sample sizes are qualified for the statistical tools applied, they are still 
believed to be too small for a reliable social research.  
Limited Demographic Information 
In the questionnaire, only gender was measured as demographic information, and it was found 
not significantly related to any customer attitudinal outcomes. Hence, little valuable insights 
were generated from demographic information. If participants' nationality can be measured, the culture 
differences of customer participation behaviours may be observed.  
5.6 Conclusion 
The trends of service-dominant (SD) logic and customer empowerment make customer 
participation behaviours increasingly be interested by scholars and marketing practitioners. 
This study has recognised the potential of this behaviour and was attempted to further 
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investigate this behaviour by addressing four noticed gaps in the marketing literature. The aim 
of this study was to investigate the effectiveness of customer participation behaviours on 
company official websites towards credence goods, and to test if customer trust is a 
significant mediator of the relationship between customer participation behaviour and two 
customer attitudinal outcomes, namely customer satisfaction and customer attitudinal loyalty.  
This aim and five associated research questions have been successfully addressed by a 
carefully designed Internet-based survey with three experiments. The analysis results confirm 
that three chosen forms of customer participation behaviours on company website can 
effectively generate positive customer satisfaction and customer attitudinal loyalty. More 
importantly, customer trust is a key mediator to the effectiveness of customer participation 
behaviours and its mediating effects will become stronger with the increasing customer 
participation behaviours. These findings provide many insights for both academic and 
managerial implications. 
5.7 Recommendations for Future Research 
As this study has focused on investigating two dimensions of customer participation behaviours, 
namely information seeking and sharing, future researches could be designed to explore whether 
another two dimensions of customer participation behaviour, i.e. responsible behaviour and 
personal interaction on company websites can also effectively generate positive customer 
attitudinal outcomes. Similarly, richer forms of customer participation behaviour on company 
official websites, such as using instant messaging and augmented reality applications, can be 
considered.  
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Additionally, as mentioned before, it has been noticed that the relative effectiveness of 
role clarity in services with high credence qualities is very different from that in the service 
with low credence qualities. It is suspected that the 'difficult to evaluate' feature of credence 
goods may lead to the less effective of role clarity as a determinant of customer participation 
behaviour. Hence, future studies can look at the effectiveness of three attendances (role clarity, 
ability and motivation) of customer participation behaviour in credence goods context. 
5.8 Summary 
The empirical findings in this study have successfully answered the proposed research 
questions and generated many important insights for both academic and managerial. The 
overall conclusion of the dissertation has been made. The possible study limitations and 
chances for future studies have been described.  
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APPENDIX 
Appendix A Questionnaire and Proposed Construct Measurement Items 
 
Questionnaire 
Section 
Section 
Description 
Constructs Measurement Items (with code) 
Section 1 
Welcome screen; 
questionnaire 
instruction; 
demographic 
information 
/ 
G. Gender 
Section 2 
Verify anti-ageing 
skincare cream 
and suncare 
cream as credence 
goods; 
Measure customer 
trust, satisfaction 
and loyalty to 
VICHY before 
three experiments 
Credence 
goods/service 
C__1. It is difficult for me to evaluate the quality, before purchasing the product. 
C__2. It is difficult for me to evaluate the quality, even after consuming the product. 
C__3. I evaluate the quality based on the price of the product. 
C__4. I feel that I have much less information of the product than its producer. 
C__5. If change the "anti-ageing skincare cream" to an "sun care cream", I will answer the 
above four questions in a similar way. 
Customer loyalty 
L_B_1. I know a skincare company called VICHY. 
L_B_2. I am a loyal customer of VICHY. 
Customer trust T_B. I think VICHY is a very trustworthy company. 
Customer satisfaction S_B. My past experience with VICHY is satisfactory. 
 
 Customer Participation CP_1_1. I carefully read all the customers' product-related comments. 
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Section 3 
 
 
 
 
 
 
 
 
 
Section 3 
 
 
 
 
 
 
 
 
 
 
 
 
 
1st Experiment: 
reviewing 
comments other 
customers left on 
VICHY's official 
website; 
Measure customer 
participation 
level; 
Measure customer 
trust, satisfaction 
and loyalty to 
VICHY after the 
first experiment 
 
 
 
 
 
 
 
 
 
behaviour CP_1_2. I carefully read comments to check the actual function of the product. 
CP_1_3. I carefully read the comments to check if other customers are happy with the 
product. 
Customer satisfaction 
S_1_1. This company does a good job of fulfilling my needs. 
S_1_2. My experience with this company is pleasing. 
S_1_3. All things considered, I feel satisfied with this company. 
S_1_4. All things considered, I feel contented with this company. 
S_1_5. All things considered, I feel unhappy with this company. 
Customer loyalty 
L_1_1. I am likely to consider the products from VICHY when I need to buy skincare 
products next time. 
L_1_2. I am likely to say positive things about this company. 
L_1_3. I will never recommend my friends or families to use this company's products. 
L_1_4. I intend to switch to other skincare companies and will not consider purchasing the 
products from VICHY. 
Customer trust 
T_1_1. I believe this company has my best interests and welfare in mind. 
T_1_2. I believe this company is honest with customer comments showed on its website. 
T_1_3. I believe this company provided the right information I need. 
T_1_4. I believe this company care about my needs. 
T_1_5. I believe this company is able to answer the questions customers asked in the 
comments. 
T_1_6. I believe this company is trustworthy. 
T_1_7. I believe this company is predictable. 
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T_1_8. The customer comments showed on VICHY's website cannot be trusted at times. 
 
 
 
 
 
Section 4 
 
 
 
 
 
 
 
 
 
 
 
 
 
Section 4 
2nd Experiment: 
doing one/two 
skincare 
diagnoses on 
VICHY's official 
website; 
 
Measure customer 
participation 
level; 
Measure customer 
trust, satisfaction 
and loyalty to 
VICHY after the 
second 
experiment 
 
 
 
 
 
 
 
 
Customer Participation 
behaviour 
CP_2_N. Which skincare diagnosis test did you take? 
CP_2_1. I completed the whole diagnosis. 
CP_2_2. I carefully read and well understood every question listed. 
CP_2_3. I clearly explained my skin condition and provided necessary information. 
CP_2_4. After completing the diagnosis, I carefully read the personal skincare advices and 
products recommended. 
Customer satisfaction 
S_2_1. This company does a good job of fulfilling my needs. 
S_2_2. My experience with this company is pleasing. 
S_2_3. All things considered, I feel satisfied with this company. 
S_2_4. All things considered, I feel contented with this company. 
S_2_5. All things considered, I feel unhappy with this company. 
Customer loyalty 
L_2_1. I am likely to consider the products recommended to me when I need to buy skincare 
products next time. 
L_2_2. I am likely to say positive things about this company. 
L_2_3. I will never recommend my friends or families to use this company's products. 
L_2_4. I intend to switch to other skincare companies and will not consider purchasing the 
products from VICHY. 
Customer trust 
T_2_1. I believe this company has my best interests and welfare in mind. 
T_2_2. I believe this company is honest with the diagnosis result. 
T_2_3. I believe this company provided the right and professional advices I need. 
T_2_4. I believe this company care about my needs. 
T_2_5. I believe this company selected the right products for me. 
T_2_6. I believe this company is trustworthy. 
T_2_7. I believe this company is predictable. 
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T_2_8. The results from skincare diagnosis cannot be trusted at times. 
Section 5 
3rd Experiment: 
watching one/two 
videos for 
product-use 
demonstration on 
VICHY's official 
website; 
 
Measure customer 
participation 
level; 
 
Measure customer 
trust, satisfaction 
and loyalty to 
VICHY after the 
third task 
Customer Participation 
behaviour 
CP_3_N. Which product-use demonstration did you watch? 
CP_3_1. I watched the whole video. 
CP_3_2. I carefully read and well understood product description on the company website. 
CP_3_3. I tried to follow the demonstration video to learn and remember how to apply the 
product in a professional way. 
Customer satisfaction 
S_3_1. This company does a good job of fulfilling my needs. 
S_3_2. My experience with this company is pleasing. 
S_3_3. All things considered, I feel satisfied with this company. 
S_3_4. All things considered, I feel contented with this company. 
S_3_5. All things considered, I feel unhappy with this company. 
Customer loyalty 
L_3_1. I am likely to consider the products from VICHY when I need to buy skincare 
products next time. 
L_3_2. I am likely to say positive things about this company. 
L_3_3. I will never recommend my friends or families to use this company's products. 
L_3_4. I intend to switch to other skincare companies and will not consider purchasing the 
products from VICHY. 
Customer trust 
T_3_1. I believe this company has my best interests and welfare in mind. 
T_3_2. I believe this company is honest with the product- use demonstration. 
T_3_3. I believe this company provided the right and professional advices I need. 
T_3_4. I believe this company care about my needs. 
T_3_5. I believe company is able to help me to maximise the my benefits from the product. 
T_3_6. I believe this company is trustworthy. 
T_3_7. I believe this company is predictable. 
T_3_8. The demonstration video showed on VICHY's website cannot be trusted at times. 
  
Appendix B Research Promotion on YouTube and Google 
1. Created Promotion Video 
 
 
Source: https://www.youtube.com/watch?feature=player_embedded&v=T2Hkn0Z3uZY 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
  
2. Google AdWords 
 
 
 
